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ABSTRACT

An Exploratory Investigation of Children's Responses
to Commercial Content of Television Advertising
in Relation to Their Stages of Cognitive Development
(September 1972)

Ronald Stuart Rubin, B.A.
Queens College, C.U.N.Y.
M.A.,
University of Pennsylvania
Ph. D., University of Massachusetts
Directed by:
Dr. Kent B. Monroe

The objective of the dissertation is to explore television adver¬
tising viewing as it affects the "consumer learning process" of a child.
The study is an exploratory investigation of children's responses to com¬
mercial content of television advertising in relation to their stages of
cognitive development.

The "consumer learning process" involves several

different kinds of learning which can be ordered, in general, according
to levels of complexity.

The simplest level of learning from a commercial

is recall of commercials and specific marketing-oriented elements.

A

somewhat more complex level of learning involves understanding - an
understanding of the use of a particular product,

and the purpose of

commercials.
It is assumed that a child's consumer learning will vary depending
upon certain factors:
2)

1)

the stage of cognitive development of the child,

the nature of the product or product category,

mercial presentation and commercial content.

and 3)

the type of com¬

Therefore, a primary

objective is to explore the extent these variables affect the learning

XI1

process of a child.

Two questions of interest are explored:

1)

What information do children assimilate?

2)

What information do children understand?

The study uses Jean Piaget's theory of a child's cognitive develop¬
ment to investigate children's responses to television advertisements.
One can hypothesize, in general terms, that a child's perception and
understanding of promotional messages would tend to be similar to develop¬
mental trends of those Piaget has identified.

Hypotheses relating to the

relationship of children's responses to commercial content, and stages of
cognitive development are offered.
Children from the first, third,
district,

and sixth grades of a local school

reflecting the second, third and fourth stages of Piaget's

developmental paradigm,

respectively, were subjects in this investigation.

The independent variable,

commercial content presentation, was

manipulated at two levels of format.

It is defined as the basic substance

of the message to be communicated and refers to the features which are
unique to the product and describes these features in its message.
two formats used for the study were:

1)

The

a product oriented commercial,

emphasizing the attributes of the product, and 2)

a premium oriented com¬

mercial, emphasizing the premium that is obtained with the product.
Levels of the other independent variable, stages of cognitive develop¬
ment were controlled.

The subjects were divided into experimental groups

so that half viewed only the product oriented commercial while the other
half viewed the premium oriented version.
The experiment tested for the effects in six different experimental
conditions which were determined by the three levels of cognitive

Xlll

development and two formats of commercial content.

One product category,

dry breakfast cereal, using a new brand of "Post" Pink Panther Flakes,
was presented to the subjects.
A chi-square analysis was employed for data analysis.

The results

of the analysis provide supportive evidence as to a relationship between
a child's response pattern and his stage of cognitive development.
Further analysis indicated that differences in ability to recall and
understand various aspects of the commercial begins to shew between
stages II and III of development.

Also, the analysis revealed that a

child's response pattern to a lesser degree is influenced by the form of
commercial content presentation.

Results of the investigation are

cussed in terms of the conceptual scheme offered in the study,
the context of Piaget's framework.

dis¬

and in

1

CHAPTER
TELEVISION,

COMMERCIALS,

I
AND CHILDREN

Introduction

Since
years

ago,

the introduction of television to the American household 25
its popularity and communicative potential has exceeded

virtually all prior expectations.

It has become

a predominant form of

mass media with almost universally acknowledged implications
pervasive influence on attitudes

and behavior.

for

Combining both the enter¬

tainment form and communicative/education form for children's television
programming1 has apparently been successful as witnessed by the acclaim
for imitation of Public Broadcasting System's Sesame Street, Mister
Roger's Neighborhood,
as

and Electric Company.

Also,

such a positive effect

increased vocabulary of primary school children has been attributed by

some to television

[25].

On the other hand,

commercial television

children's programming has been criticized both as to program content and
the

commercials supporting the

children's program.

It has been suggested

by some social critics that commercial television children's programming
has significant potential for adversely affecting behavior of children.
All in all,

the effects

society remains

of children's television programming on American

a topic of considerable speculation,

for there is

little

empirical evidence to substantiate the most controversial of these
claims.
Nevertheless,

it is unfortunate that better information is not

available on the effects of television advertising on children.
general,

In

it is surprising to discover how little is known about the

2

effects of commercials
fortunately,

and the

"learning process" of a child.

in terms of facilitating research in this

area,

Un¬
there is

complex series of factors that influence the effects of commercials,
no simple answers

can be given.

Children of different sex,

age,

or background may respond differently to the same commercials.
vironment before,
of responses.
havior.

during,

The

a
and

race,
The en¬

and after exposure may produce different types

content of the commercial may also affect viewer be¬

With all these

factors

in mind,

the

focus of attention in this

dissertation will be to investigate particular aspects of learning what children recall and understand from television commercials.
The major purpose of this dissertation is to collect benchmark data
relating to children's

responses to commercial content of television ad¬

vertising in relation to their stages of cognitive development.

Such

data are necessary prerequisites to understanding the degree to which
the effects - responses - of television advertising are influenced by
certain situational factors - commercial content and stage of cognitive
development.

There are undoubtedly a number of other variables that

would provide significant insights into the effects

of television adver¬

tising on children, but it seems worthwhile to begin exploring com¬
mercial's effects on children which have thus
empirical research.
some gaps

in the

This

dissertation,

far been ignored in

therefore,

current state of knowledge

attempts to fill in

about the

"effects"

of tele¬

vision advertising on children.

Television Advertising and Children - The Federal Trade Commission Hearing

In 1971 the Federal Trade Commission conducted hearings on the
concerning the effects

of television programming on children,

claims

especially

3
2
the aspects of advertising.

Among the

allegations under investigation

were the manipulative aspects of children's advertising,
information viewed by the
disseminated to the child.

child,

and the

the delusive

level and amount of information

The Federal Trade Commission sought to iso¬

late the kinds of information which would be needed to support a finding
that specific types of advertising appeals
children.

Also,

are potentially harmful to

they were seeking information which would indicate

whether children should be regarded as

a separate group in developing

advertising standards.
Manipulative Aspects.
children's

advertising,

On the issue of the manipulative aspects of

Sarson

[5, p.

86]

claimed that the purpose of a

product advertisement was usually to sell the product to the viewer.
But,

since children normally do not have money for a purchase the

child

becomes a surrogate salesman pressuring the parent into buying the
product.
and,

She cited this to be unfair to the child,

unfair to the parent,

also potentially damaging to the parent-child relationship.

addition,

Condry

[24]

also criticized advertisers who attempt to de¬

liberately bypass the parent when manipulating the
Delusive Information.
[5, p.

86]

child.

On the issue of delusive information,

Choate

claimed that food advertisers were selling food products of

unknown nutritional value.

He suggested that the

sugar to those in the age group of 2 - 12 years
mine the cautions of any parent,
children

In

an

"constant advocacy of

cannot help but under¬

and cannot help but inculcate in

urge to sweeten almost every food he eats"

consequence of this high sugar intake is to produce
people vulnerable to diabetes.

[5, p.

86].

One

a larger group of

Sarson also added that the purpose of

4

these

ads was to appeal to the

child's

"fondness

for sugar,

to his need

to be as big or strong as his peers, or to his passion for premiums"
[5, p.

86].

Condry

[24]

maintained that commercials transmitting dis¬

honest information are destructive to the child's

development.

He

con¬

cluded that "children are told that a certain candy is worthwhile because
it gives them
cream,
are

that

'true'

'energy to burn',

or as in a recent ad for Sealtest ice

'ice cream is good for you'"
as

far as

He stated that the

they go, but they do not go far enough,

a poor source of energy to bum,
things.

[24].

and ice cream is not as

claims

for candy is

good as

other

He concluded that "it is not that children should not eventually

be exposed to misleading claims
massive amount of it"
country is

124].

- but parents

Choate

[5, p.

cannot cope with such a

86]

also concluded that the

interested in nutrition today, but the educators

and parents

cannot stand up against the onslaught of misinformation provided by tele¬
vision commercials.

A call for data to support claims

in ads

for edibles

directed to children was made.
Advertising vitamin pills to children was
and Sarson.

Choate 15,

p.

86]

which included Bristol-Myers'
of Sesame Street youngsters

cited harmful vitamin pill advertising
Pals

ads,

in which pills made in the

like characters sang songs

to counter their mother's

Hoffman-LaRoche's

also assailed by Choate

form

about health and urged

food advice.

Also cited were

Zestabs showing a medicine in the image of candy,

"thereby inviting self-dosage and over-dosage."
accused advertisers

Sarson [5, p.

86]

and broadcasters of hypocrisy by urging children to

take vitamin pills with the implied promise of strength and health and
happiness,

and to air public service warning against the misuse of drugs.

5

On toy advertising,
as
"50

a shoe which

Condry

[24] stated that exaggerated claims such

"helps you run faster",

feet or more into the air"

learning of responsibility.

exert harmful influence on the

If claims

consider himself inadequate.

or for a toy airplane that goes

It is

are not met,

the

child's

child may well

assumed that the child will not grow

up psychologically scarred, but rather his

ability to make real choices is

lessened.

long-range cumulative effect

What concerns Dr.

Condry is

the

of such advertising.
On the same

line of thought, Barcus

to determine whether the
be misleading.

He

[5] conducted a study in order

commercials, by using special techniques,

could

concluded that techniques utilizing camera angles,

close-up photography and so on, were

found to be potentially misleading

to the viewer.
Product Information.
disseminated to children,

As

to the issue of product information to be

Barcus

[5, p.

86] suggested that toy adver¬

tising should include more concrete information,
used in the product,
using it,

its size, how it works,

the age group it was

can be purchased.

designed for,

the expertise required in
its

durability,

and where it

He commented that "if one assumes that there is

interest in creating good consumer habits,
parent should be

such as the material

asking such questions"

the child as well as the

[5, p.

omission of vital product information was

an

87] .

He claimed that the

"a striking feature" of most of

the toy commercials viewed.
An industry spokesman

I17J

commented that some

information did not

tell about the product, but for 60 seconds was selling the premium which
could be had if the product was purchased.

He stated that the premium

6

offer is

an "honest point of difference"

to help a mother or child

decide which cereal to buy and not a means to get mothers to buy more
cereal than they need so that their children can get some premium of
dubious value.

In this instance the viewer does not receive adequate

information about the product.
The Industry View.

The industry view of children's

advertising was

supplied by the Toy Manufacturers of America and top officials of adver¬
tising agencies

deeply involved in children's television.

of one agency president,

Helitzer

The contention

[1] , was that the primary control of

children's interest in advertising and marketing did not rest exclusively
with the manufacturers,
parents.
1)

Helitzer stated that parents have two mechanisms of control:

simply turning off the switch,

parents

see the

2)

simply say no.

are abdicating their basic responsibilities

it off on others.

is

or with any government agency, but with the

He

claimed that

and attempt to shunt

It would appear that the advertising agencies do not

children as surrogate salesmen,

and they do not feel that there

a harmful parent-child affect derived from the parents

saying

'no'

constantly

to their children.

Furthermore, Miller

[17]

stated that advertiser's should show

children the products in a realistic situation, not exaggerated.

He be¬

lieved that there have been improvements in the advertising - improve¬
ments of the obvious exaggerations of the performance of toys,
provements in the portrayal of games
Bluestone

I29]

in totally realistic situations.

suggested that toys

are one of the few categories

advertised on television where the product is
vision,

and im¬

created because of tele¬

and it presumably would not exist were it not for television.

In

7

this

case it would appear that the advertisers have to advertise

for

economic reasons.
The industry people stressed the effectiveness of the recently
beefed-up toy code of the National Association of Broadcasters.
N.A.B.

itself was maintaining a low profile

But the

and was not at the hearings

to tell the Federal Trade Commission about the work it is

doing.

The preceding statements basically reflected the personal opinions
of the people who testified before the Federal Trade Commission.
appears that the

claims

and counterclaims were based,

ized research, but on conjecture.
effects

not on any organ¬

The scant literature available on the

of television advertising on children can be used to provide

almost anything one wishes.

One can find confirmatory evidence

practically any personal bias that one wishes to promote.
effect,

that we really have no clear-cut persuasive,

studies to guide us.
know was
vide

It

the way the

for

This means,

in

scientific research

One issue the Federal Trade Commission wanted to
children perceived commercials, but no one could pro¬

answers.

Related Research

One is

immediately struck with the paucity of the

with television advertising and children.
nature of the advertising industry,
competitive value and is therefore
lack of research may be that of the
is

Perhaps

this is

for research is
confidential.

literature dealing
due to the

regarded as having

On the other hand,

current research climate.

that of 23 current research projects

The

the

fact

approved by the Surgeon General's

Advisory Committee on Television and Social Behavior,

only one dealt with

8

commercials while twelve dealt with aggression or violence.
However,

a number of research efforts have investigated various

aspects of television advertising and children.
attempted to 1)
children,
3)

2)

Some of these studies

explore the degree to which television is

the nature of children's

conditioning

commercial watching behavior,

the relative effectiveness of television as

a medium for advertising

{

to youth,
havior,

4)

the effects

and 5)

Ward1s

the

of television advertising on interpersonal be¬

learning outcomes

Overview.

Of the

resulting from viewing commercials.

few published research studies. Ward's

[32]

work is one of the more comprehensive studies which provides exploratory,
baseline data concerning the effects of television on children.
area of research was
ren's

The

first

an empirical investigation of the nature of child¬

commercial watching behavior

[34].

The most general conclusion

that can be drawn from the study is that children of all ages
hibit differential behavior in viewing programs

clearly ex¬

and commercials.

It was

found that children exhibited a decrease in attention to television when
commercials

interrupt programming.

attention least,

Young children were found to decrease

and older children decreased attention the most,

to attention to programs.

relative

And this decrease in attention continues to de¬

crease during later commercials

in a series.

attention was highest for the commercials
than at the end of the program.

Also,

for all children,

full

at the beginning of programs

The study also revealed that children's

comments were often concerned about the product advertised rather than
the

commercial itself.

occurring by age.
and made

Given the general findings,

The older children were

fewer comments

about them,

less

there were differences

attentive to commercials,

especially positive

comments.

There

9

is also a greater focus by older children on the
rather than the product advertised, which
mercial as
Finally,

commercial itself

could indicate

that the com¬

an entity itself is providing entertainment or irritation.

the study indicated that a child's watching behavior was

dif¬

ferent than that of an adult, but that a child's watching behavior
becomes more like an adult's

as he grows older.

The second area of research with younger children concerned the
relationship between responses to television advertising and stages
cognitive growth

[3].

The results of this study were tentative; however,

the data did suggest developmental trends in the ways
and react to television advertisements.
affective focus,

children perceive

In the area of a cognitive-

the study indicated that young children tend to focus

on concrete products relevant to their immediate physical needs,
that symbolic or explanatory presentations
them.

On the other hand,

the
As

on

affective and

and the more mature viewer appears

on the thematic content of commercials

commercial and the product in terms
to the mode of assimilation,

and

are probably irrelevant to

older children tend to focus

symbolic elements in advertisements,
to focus

of

in order to judge both

of objective utility and worth.

small children tend to recall imitatively

and can remember usually an element or image of the advertisement, but
they do not really understand what the message means.

On the other hand,

older children remember advertisements on the basis of their "responses
or associations"

to the

commercial stimulus.

The more mature viewer was

better able to discriminate and understand the purpose of the advertise¬
ment's elements,

and remembers on the basis of the content and purpose of

the advertisement.

As to the

area of differentiation,

the study
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indicated that young children had difficulty discriminating fantasy from
reality and products
children were
they were

from advertisements.

On the other hand,

capable of discriminating reality

capable of judging products

from fantasy,

and

and their advertisements separately.

They were able to remember "pieces" of the
grasp the

"facts"

older

"whole" of the advertisement.

advertisement but failed to

The more mature viewers were

increasingly able to differentiate fully,

and they were able to perceive

abstract generalizations

and purpose of the advertising

stimuli.

Finally,

about the nature

as to the levels of judgement, small children judge on

the basis of their personal impulsive needs with respect to commands
either from real or cartoon announcer authorities.

Older children

appeared to respond to appeals that corresponded to their psychosocial
stage of development.

The more mature viewers tended to evaluate adver¬

tisements and products on the basis of factual attributes

and utility to

them.
The third area of study with children concerns

the effects of

television advertising on interpersonal behavior - specifically the ex¬
tent to which children attempt to influence parental purchasing
The study found that there were some age differences as
of requests
requests.
age,
age.

for advertised products,
In general,

and in mothers

[35] .

to the frequency

responding to the

the frequency of purchase requests decreases with

and that parental yielding to such influence attempts increases with
The study also indicated that older children are more

likely to re¬

quest personal grooming aids, whereas younger children are likely to re¬
quest food products

and toys.

And finally,

the data suggested that

mothers who restricted viewing did not result in a decrease of purchase

11

influence attempts.

The study concluded that television advertising was

not the sole "cause" of stimulating a children's desire for products.
Since the overall objective of Ward's research was to bring explor¬
atory data to bear on a broad range of television advertising's effects,
no attempt was made to integrate the various findings presented in each
of the discrete studies.

However, Ward, and Wackman, described to the

Federal Trade Commission some of the research they have conducted.
ming up. Ward

Sum¬

[33] suggested that children's early sophistication about

commercials did not automatically mean that they were immune from adver¬
tising's persuasive effects, nor did the data indicate that children did
not uncritically accept commercial messages.

Wackman

[30]

added that

their finding that young children tend to distrust some television com¬
mercials could be used to support the proposition voiced by foes of tele¬
vision that commercials should be banned.
supported the argument of the industry,
Learning Outcomes.

Thompson

[28]

Yet at the same time, it also

that television is not harmful.
designed a study to assess some of

the learning outcomes resulting from the relatively large number of com¬
mercials viewed by children.
in 1)

He attempted to show how children differed

their understanding and knowledge of the commercial, 2)

acceptance,

as fact, of the argument of the commercial,

or desire to use the advertised product.

and 3)

their
their use

The relationship of these re¬

actions to intelligence, socio-economic status, school achievement, and
the amount of television viewing was investigated.

His major findings

were that a third of the children tended to confuse the trade names of
the product advertised.

Knowledge of and understanding of the content of

commercials was higher among the more intelligent children who spent more
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hours viewing.

Acceptance of the argument of a commercial was correlated

with the number of hours spent viewing; intelligence had little or no
effect on this relationship.

For many of the advertised products, the

children as a group were generally not users.

But use was positively

correlated with the number of hours spent viewing.

The author concluded

that this provides some evidence about the effectiveness of repetition of
the commercial.

Thompson concluded that the product use was positively

correlated with knowledge about, understanding of and acceptance of the
commercial,

and that the relationship was independent of the number of

hours spent viewing.

Also, the number of hours spent viewing exerted

little influence on this relationship provided that the child had watched
a minimum amount which would acquaint him with the commercial.
Effectiveness of Medium.

Wells

[36,

37]

in a series of studies

explored the difficulties children experienced when they tried to ex¬
plain things to advertisers.

That is, he investigated children as re¬

spondents in advertising research.

And secondly, he described some of

the difficulties advertisers experienced when they tried to explain things
to children.

He investigated the way children reacted to commercials on

television.
In Wells'

first study

[36], the major findings were that children

were harder to interview than adults, but that they could provide useful
information if they were approached in the right way.

He suggested

various ways in which to approach the child in order to obtain inform¬
ation.

In addition, he set forth some observations about the way child¬

ren react to television advertising.
tions:

1)

His study produced six generaliza¬

children influence purchases in many different ways and it is
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important to understand the form this influence takes, such as personal
purchases,

direct requests at home, direct requests at the store, passive

dictation about product preferences;

2)

a major change in television pro¬

gram preferences occurs between 5 and 12, but this change is not accompan¬
ied by a similar change in reaction to commercials, although older
children dislike cartoon programs, they still like cartoon commercials;
3)

although children are ready to accept almost any premise, no matter

how fantastic, they are alienated by unrealistic execution;
"believability" depends on child defined "reality";

4)

that is,

many advertise¬

ments create the desire for a general product category rather than a
specific brand and this leads to children wanting their competitor's
products as much as they want them to want their own product; 5)

for

attracting and holding attention, motion pictures are much better than
still pictures, and pictures of any kind are better than words;
6)

and

children are reactive to certain "motivating scenes" such as a scene

which shows someone enjoying the product and saying "it's good", or which
demonstrate the products'
In Wells'

[37]

attributes in motion.

second study, he reported that the older the child,

the more he complained about commercials,

and that younger children did

not mind them because they were more interested in the action than the
plot.

Also,

certain types of scenes in commercials were especially ef¬

fective in making children want a product.
seem realistic to children,

In addition, commercials must

according to their own ideas about realism.

Again, he stressed the importance of the techniques used to interview
children.
The relative effectiveness of print and television as mediums for
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advertising to youth was investigated in a study by the E.
Company

[6].

I.

Reilly

As to the television part of the study, they examined the

liking for animated cartoons and for interruptions of programs by com¬
mercials.

The findings were that children disliked the interruption of

the program by commercials,

and animated cartoons were apparently not

effective because they were not taken seriously.
James

[12]

conducted a survey among young people in an educational

range of fourth grade through high school to ascertain their interest in
the main forms of mass media and their attitudes toward advertising in
these media.

In the sections of the study which dealt with the television

medium, James found that the mean attitude score, over all grades, toward
television advertising was more unfavorable than toward any other medium.
Generally the higher the grade level the more unfavorable was the attitude
toward television advertising.

Also on the negative side, James found

that 62 percent of the students think that advertising is the least
believable of any media advertising.
Conditioning Children.

Brumbaugh

[4] sough to find what effect

television advertising had on children by interviewing children as to the
amount of products children could recall.

He sought to discover the

degree to which television was conditioning children.
was difficult to determine television's effect,

He noted that it

for the same products

were advertised in other media.
Nature of Viewing Behavior.

Appell

television viewing on preschool children.

12] studied the influence of
Appell's study encompassed many

aspects of television viewing behavior, but of interest to commercial
viewing, she found that the earliest viewing was random,

for the child was
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interested mainly in the movements and talking and did not discriminate
between the programs and commercials.
Steiner's

[26] study examined audience reaction to television

program material and commercials.
the effect of age on attention.

One portion of the study considered
It was concluded that attention to

program material increased with age but that attention to commercials
increased only slightly with age.
McNeal

[16] investigated the nature of television viewing and

attitudes toward television advertising.

McNeal reported:

"Most children are avid television viewers.
All
of the children in this study reported watching
television,

and, with the exception of two five-

year-olds, all indicated a keen awareness of TV
advertisements.
There was increasing dislike and
mistrust of TV ads as the children increased in
age...
Half of the five- and seven-year-olds
and over three-fourths of the nine-year-olds
reported negative feelings toward television
commercials...
The children who liked TV ads
thought them entertaining, particularly musical
jingles and animated cartoons, and informative
when they were of a public service nature such
as announcing forthcoming programs...
By age
nine, this negative feeling was prevalent among
35 percent of the subjects who thought that ad¬
vertisements exaggerated the quality of the
products"
Krugman

[14] examined the effect of television advertising and the

level of audience involvement.

He found that the public has a low in¬

volvement to the repetitive commercial viewing on television and that the
viewers changed their ways of perceiving products and brands and their
purchasing behavior without thinking very much about it at the time of
television exposure.

Krugman postulated that the significance of this

condition of low involvement nature of commercial viewing may mean that
learning in this situation might be gradual, concealed, and inconspicuous.
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Unfortunately, there is a complex series of factors that influence
the effects of television, and no simple answers can be given.
studies have shown that children of different sexes, ages,

Research

races, or

background may respond differently to the same programs or commercials.
The environment before, during and after exposure may product different
types of responses.

Many researchers concluded that much more research

is needed.

Summary

Chapter I introduced the controversy of the effects of television
programming - especially television advertising - on children.

It was

stated that the effects of children's television programming remained a
topic of considerable speculation,

for there was little scientific

evidence to substantiate the various claims.
A review was made of the testimony before the Federal Trade
Commission hearings on advertising and children.

The Commission sought

information about the various effects television advertising had on
children,

for this area had become a public policy issue.

Among the

allegations that were investigated were the manipulative aspects of
children's advertising, the delusive information viewed by the child, and
the level and amount of information disseminated to the child.

It was

pointed out that the statements made by the people who testified re¬
flected basically personal opinions.

The claims and counterclaims were

based, not on any organized research, but on conjecture.
The chapter concludes with a review of research related to the
effects of television advertising on children.

These studies covered
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such diverse areas as the nature of children's commercial watching
behavior; the effects of television advertising on interpersonal be¬
havior;

the degree to which television is conditioning children; the

relative effectiveness of television as a medium for advertising to
youth;

and the learning outcomes resulting from viewing commercials.

The

consensus of researchers was that much more research is needed in order
to guide one as to the impact of television advertising on children.
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FOOTNOTES

Children's television as used in this study refers to those
programs which are designed generally for all children of ages 2-11
years.
2

The issues of television advertising and children were discussed
on November 8, 9, 11, and 12, 1971, by the Federal Trade Commission.
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CHAPTER

II

NEED AND PURPOSE OF RESEARCH

Needed Research

A review of the literature produced very little prior research
regarding the effects of television advertising on children.

However,

there were some studies that provided insights into the effects of
certain variables which affect a child's behavior, but very little atten¬
tion had been devoted to "consumer learning" and television viewing of
commercials.

Some recent attention is manifest in Herrmann's

[9] bibli¬

ography on the consumer behavior of children and adolescents.
Ward's

[32]

recent studies of the effects of television commercials

to the consumer learning process has shed some new insights on this area.
Ward was concerned with the relative impact of television advertising on
four aspects of "consumption behavior":

attitudes toward advertising,

materialistic attitudes, knowledge of commercials,

and buying behavior.

However, other variables should be investigated with their relationship
to the consumer learning process of a child.
Also, Wells'

[36,

37]

and Thompson's

[28]

research had examined

developing patterns of consumer behavior among young children to
commercial messages.
Since very little attention has been devoted to "consumer learning"
and television viewing, it would seem to be an important area for re¬
search for several reasons.
large amount of air time.
many commercials."*"

First, television advertising comprises a
Therefore,

a child is potentially exposed to

In light of the large amounts of exposure it is not
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surprising to find research which has

focused on the effects

of

television programming on young people almost to the exclusion of examinations

of television commercials.

to try and fill this

2

It would,

therefore, be of interest

information gap and hopefully add to the state of

knowledge on the impact that television advertising has on a child.
Secondly,

childhood experiences relating to consumption could presumably

affect patterns
be posed simply.
mercials?

of consumer behavior in adult life.
What happens to a child as he

Is he merely being entertained,

can

absorbs television com¬

or is he carrying something

away from these experiences that will affect his
actions?

Basic questions

later beliefs

and

How a child has been affected by the vicarious viewing experi¬

ences is not known.

And finally,

additional research will give us new

insights into some of the unanswered issues discussed at the Federal
Trade Commission hearings.

Research Objective

The objective of this research is to explore television advertising
viewing as it affects the

"consumer learning process" of a child.

and Wackman have defined the
"process by which adolescents
the

consumption of goods

"consumer learning process" to be the
acquire skills

and services"

and attitudes relating to

[31] .

A child's viewing of television commercials
requisite

for learning from the

retically affects more

Ward

commercials.

is a necessary pre¬

And such learning theo¬

complex learning during childhood.

orientations and skills which are the

The

cognitive

learning outcomes resulting from

the commercials viewed by children would presumably affect the

children's
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behavior as
The

consumers.

"consumer learning process"

several different kinds

of a child basically involves

of learning which can be

ordered,

in general,

according to levels of complexity.

The simplest level of learning from a

commercial is

and specific marketing oriented

recall of commercials

elements such as identification of product or sponsor,
somewhat more

complex level of learning involves

for example.

A

learning orientation -

an understanding of the use or value of a particular product or service.
This research will investigate the relationship between television
advertising and consumer learning of different age groups.

Two questions

of interest are e^qplored:
1)
do the

What information do children assimilate;
children pick out of the

commercial?

mercial to they selectively perceive?

This

that is, what elements

What features of the
can be referred to as

com¬
"recall

of commercial content".
2)

What information do children understand?

formed by a child viewing the
"orientation".
elders,

the

2)

can be referred to as

commercial tells him what he can expect from the product such
dental hygiene, nutrition from food,

assumed that a child's

upon certain factors:
child,

This

A child will be oriented to his world and that of his

as accident prevention,
It is

commercial?

What expectations are

the nature

1)

consumer learning will vary depending

the stage of cognitive development of the

of the product or product category,

of commercial presentation and commercial content.

and 3)

Therefore,

objective is to explore the extent these variables affect the
process of a child.

and so on.

When one

asks

the type
a primary

learning

about the effects of television
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advertising, one must not phrase the question in terms of whether the
viewing has had an effect, but rather how much of an effect on what kind
of children,
[14, p.

and under what circumstances will the effect be exhibited

351].

With such an evaluation, one may begin to understand the

child's learning process and the ramifications of manipulation, delusive
information intake,

and the level and amount of information consumed by

the child.

Conceptualization and Statement of Hypotheses

One can assume that in the course of viewing television commercials
children are exposed to a variety of product offers.

Elements of these

commercials function as cues and serve as sources of information about
the product offering.

However, it is of interest to ask what information

a child assimilates from the message.

That is, what meaning does the

child derive from the commercial message?
It is reasonable to assume that children of different ages probably
assimilate and understand different elements of the commercials relative
to their level of cognitive development.
rists such as Piaget [8,
Inhelder

Cognitive developmental theo¬

19, 20, 21, 22, 23], Ericson

[27], Laurendeau and Pinard [15], and Hunt

[7], Tanner and

[11], assume that all

children advance through stages of perception and cognition.

Therefore,

it may be assumed that a child may not be able to assimilate and under¬
stand particular elements of a commercial, or the child may have a dis¬
torted meaning of the content, depending on his stage of cognitive
development.
Generally,

commercials presented to children on television are
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directed to children of the 2-11 years age group.

There appears to

be an implicit assumption that children of this age group are able to
comprehend the messages.

However, to date this assumption has not been

adequately empirically investigated.

4

This study will use Jean Piaget's theory of a child's cognitive
development in order to investigate children's responses to television
advertisements.^

One can hypothesize, in general terms, that a child's

perceptions and understandings of promotional messages would tend to be
similar to developmental trends of those Piaget has identified in his
assessment of a child's understanding of his environment.
Piaget is best identified with the concept that children pass
through defined levels of cognitive development in which they acquire
cognitive elements and are able to relate them to their environment.

The

ages at which different stages are attained may vary somewhat, but a child
attains each stage in order of succession.

Piaget regards the process as

one of assimilation and accommodation by a child, and that new behavior
is a result of previously developed structures.
Only those elements of Piaget's organizing framework which could be
interpreted as being relevant to a child's perception of television com¬
mercials will be considered in this study.

The child of commercial

viewing age functions in the stages of II, III, IV,^ therefore, only
these stages will be utilized.

In addition, specific elements within

each stage will be considered as to their relevance to commercial view¬
ing.

A condensation of Piaget's monolithic and complicated theory is

needed in order to examine only those relevant elements.
The stages of Piaget's developmental theory and characteristics are
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as follows:
Stage II is known as the preoperational stage and it roughly extends
from 2 to 7 years of age.

This is subdivided into two phases,

operational one from two to four,
seven.

a pre¬

and an intuitive one from age four to

In the first phase, instead of thinking and reasoning motorically,

the child begins to come in control of words, images and other symbolic
processes.

During the preoperational period, the child judges things at

face value,

and is not reflective in his thought.

He categorizes on the

basis of single characteristics of objects, and he is unable to classify
the multi-faceted aspects of stimuli simultaneously.
child regards every dog he sees as a "dog".

For example, a

The child does not under¬

stand that every dog is a member of a class called "dogs", having some
characteristics in common and some unique to itself.

The child is

actually conceptualizing on a single salient feature of the object or
environment.

Piaget refers to this time of a child's life as one in

which he is operating on preconcepts.
tion,

classification,

In addition, the child's organiza¬

and primitive conceptions are determined to a large

extent by the potency of the physical attributes.

The child would relate

different kinds of objects, by applying to them the same name, which would
reflect the child's selecting a particular characteristic deemed relevant
as the basis of organizing diverse materials.

It appears that the child

sees things as belonging together because in his viewing things, they
are, in fact, together.

Piaget calls this type of thinking transductive,

that is, the child tends to relate the particular to the particular.

If

A is like B in one respect, then A must be like B in other respects.

In

a general sense then the child is realistic;

for whatever he sees is taken
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on its face value and accepted.
The next period, that of intuitive thought is still somewhat part of
stage II but there is an increase of symbolic functioning.

Class member¬

ship and class inclusion now exist based upon the child's perceptions of
similarity.
istics.

But he still categorizes on the basis of single character¬

At the same time, however, the child is beginning to comprehend

the meaning of similarity and classification.

The child is now capable

of seeing relationships and has the ability to perceive relations as well
as compare them.
Stage III is referred to as concrete operations.

At about the age

of seven, the child's process of reasoning begins to appear logical.
According to Piaget,

at this stage a concept or classification is not a

mere task of labeling a set of stimuli, but it is the actual imaginative
"piling together" of objects included in classes.

For Piaget,

this stage

represents a number of operations such as the logical operations involved
in simple arithmetic, or organizing objects into hierarchies of classes,
or arranging items along a continua of increasing value.

Piaget claims

that these operations are important to the child for the child now has
the ability to treat objects as alike even though diverse, and also be
able to count one as being first and another second.

Because he can com¬

bine these various operations to form new ones and is able to handle op¬
posites and other characteristics
of conservation,

transitivity,

(as shown by Piaget through the concepts

and reversibility)

the child is increas¬

ingly able to deal symbolically with various kinds of materials such as
words and numbers.
In general,

the child during this period,

age seven to eleven, has
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evolved a conceptual organization that begins to be coherent and stable,
he possesses characteristics of logic, and the ability to think in cate¬
gorical terms.

He is becoming more and more objective,

and he manifests

a break away from the perceptual dominance of the environment.

He now is

able to use his conceptual framework as a way of organizing the diverse
world around him.
Stage IV is referred to as the period of formal operations.
begins at the age of eleven and is completed by about fifteen.

It
According

to Piaget, it is at this point that the child is able to deal with "true"
abstract thinking and conceptualization.
forms of various argument situations.
evaluate hypotheses.

The child may be guided by the

He is able to make inferences and

He can now operate in what is called the "hypo¬

thetical deductive procedure of logical thought," for he can now create
hypotheses and deduce logical conclusions.

During this period, Piaget

believes that a child is ready to handle all kinds of combinations of
operations in a systematic order whereas previously the child could
handle one variable at a time.
Perhaps the most succinct summary of Piaget's work is that children
attend to what is meaningful to them,

learn what they are ready to learn,

and selectively ignore or reject all else.

Thus, it would be useful to

investigate the various responses a child has to television advertising
and attempt to gather data which would lead to an understanding of what
is actually assimilated and/or understood by the child at different
stages of cognitive development.
For this reason, Piaget's theory lends itself to the following set
of hypotheses which were offered for testing:
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H^:

There will be no differences in children's ability
to recall specific elements of a commercial regard¬
less of commercial content or stage of cognitive
development.

H2:

There will be no differences in the amount of specific
elements recalled by children regardless of commercial
content or stage of cognitive development.

H3:

Cognitive development will not influence ability of
recall of action sequence.

H4:

There will be no differences in ability of recall of
action sequence due to differences in commercial
content.

Hj.:

There will be no differences in children's ability to
understand the use of the product regardless of the
commercial content or stage of cognitive development.

Hg:

Children's ability to understand "what is a TV
commercial" is independent of commercial content and
stage of cognitive development.

H^:

Children's ability to understand why a commercial is
shown is independent of commercial content and stage
of cognitive development.

The above substantive hypotheses were formulated as null hypotheses,
for it is usually the conventional way of stating hypotheses when testing
a statistical proposition which states, essentially, that there is no
relation between the variables in the situation under investigation.

It

is a succinct way to express the testing of obtained data against chance
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expectation.

However, differences are expected for the response

measurements for each hypothesis.
of specific items,

The response measurements were recall

recall of the sequence of action, and an understanding

of commercial content of the message.

Piaget's theory lends itself to an

explanation of why differences should occur in the responses of a child
given the independent variables of commercial content and levels of
cognitive development.
As to the hypotheses'

concern of recall of information, Piaget's

theory lends itself to the fact that younger children seem to think in
simple terms.

They have trouble remembering details efficiently or keep¬

ing a series of actions in sequence.

The child has only concrete concepts

which are determined by his immediate perceptions.

He can remember and

act upon simple specific messages concerning concrete objects.

As the

child advances to the latter stages of cognitive development he becomes
capable of thinking in an integrated way, thinking in forms of combin¬
ations,

and classifying multi-faceted aspects of objects.

Therefore, it

can be reasoned that in each stage of cognitive development a child can
recall simple elements of a message, but as to the amount of recall,
children in the latter stages of development should be able to recall
more elements of the commercial and the recall should be more detailed hypotheses 1 and 2.
As to the sequence of action of the commercial which is recalled hypotheses 3 and 4 - children at the earlier stages of cognitive develop¬
ment will remember a single picture or image.

At the later stages the

recall will develop into one of multidimensional; that is, the child will
remember several images, but the sequence of the commercial is vague.
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More mature children will have developed a multidimensional sequential
recall in which the child remembers several images, in a coherent, de¬
tailed, unified sequence.
The second response measure concerns itself with a child's under¬
standing various elements of a message and an understanding of the use
and value of the product - hypotheses 5, 6, and 7.

It is expected that

when one speaks about the meaning of a message and its elements a dif¬
ference as to exactly what is derived should present itself at different
stages of cognitive development.

According to Piaget, at stage II the

child judges things on face value and is not reflective in his thought.
One may interpret this as a child not being able to understand the rele¬
vance of the product or its use or the purpose of a commercial.

In

stages III and IV, the child develops a process of reasoning which is
logical.

The child is capable of making inferences and evaluating

hypotheses.

He may be guided by various argument situations which could

lead to an understanding of the product and deduce logical conclusions as
to its use and value.
Each hypothesis, in general, is concerned with various aspects of
commercial content and the responses these presentations elicit from a
child.

Piaget believes that children relate to concrete objects in

stage II.

Therefore, if a commercial presented and emphasized a premium

more than the actual product, a child would tend to take this presenta¬
tion at face value and conceptualizing on this single salient feature of
the presentation would be more receptive to this presentation than to one
emphasizing the value of the product.

By receptiveness is meant a child

will be able to recall more specific elements of the commercial than a
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child who would not be as
stages

III and IV,

receptive to the presentation.

a child is

At the

latter

capable of reasoning that the premium is

only one element of the presentation and the child is able to organize
and arrange the elements of the presentation along a continuim of in¬
creasing value.
therefore is

He is becoming more objective in his reasoning and he

capable of evaluating the elements of the commercial and

responding to the use and value of the product.
stand the use

He will begin to under¬

and the value of the product even though he may prefer to

own the premium.

At the

latter stages the child will be responsive to

the presentation of the premium even though, he

can selectively perceive

the value of the product regardless of commercial content.

Research Problem

The basic research problem was to design a research methodology that
will allow for the testing of the previously stated hypotheses and in
which additional data may be collected on responses to television adver¬
tising.

The methodology to be developed should allow for the

isolation

of the effect of the independent variables by attempting to control for
extraneous influences on the results obtained.

Therefore,

should allow for the manipulation of commercial content,
of the stages of cognitive development,

the methodology

and the control

and isolating only their effects

on the type of responses desired.

Summary

Chapter II notes that very little attention has been devoted to
"consumer learning"

and television viewing of commercials by children.
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The majority of previous

research concerned itself with attitudes

advertising, knowledge of commercials,
ship of these

and buying behavior.

reactions to intelligence,

The

socio-economic status,

toward
relation¬

amount of

television viewing and age were investigated in many of the studies.
The objective of the dissertation is to explore the relationship
between commercial content of television advertising and the

"consumer

learning process" of children at different stages of cognitive develop¬
ment .
The study uses Jean Piaget's
ment in order to investigate

theory of a child's

"consumer learning" in the form of particular

responses to television advertising.
fied for investigation:
2)

1)

cognitive develop¬

The response mechanisms are

identi¬

what information do children assimilate,

what information do children understand.

and

A review is made of only

those elements of Piaget's organizing framework which can be interpreted
as being relevant to a child's perception of television commercials.
Hypotheses relating to the relationship of children's
commercial content,

responses to

and stages of cognitive development are offered.

chapter concludes with a statement of the research problem.

The
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FOOTNOTES

Comments about the

large amounts of advertising on television and

the amount a child views was
on October 19,

2

1971,

aired on the television program the Advocates

8:30 P.M.,

Channel 57,

...

3This

age group was

37],

cited on the Advocates program October 19,

and Glenn Thompson

[31,

[28].

cited in the

references section

[19,

theory taken

20,

but the major of the material citing Piaget's theory comes
[8,

1971,

32] , William Wells

...
The material used is an interpretation of Piaget's

from those books
books

[9].

Springfield, Massachusetts.

^The only work has been of Scott Ward

5

Massachusetts.

Some recent attention is manifest in Herrmann's bibliography

on Channel 57,

[36,

Springfield,

21,

22,

23],

from the

21].

6The stages of cognitive development roughly approximate the age
group from 2-11 years.

This age group has been cited previously as

the age group to which television programming is geared.
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CHAPTER

III

RESEARCH DESIGN AND METHODOLOGY

Design Overview

The vehicle

for data generation involved an experiment employing

children from the Palmer, Massachusetts school district as subjects.
The independent variable,

commercial content presentation, was manipulated

at both the product oriented and premium oriented levels of format.

The

subjects were divided in experimental groups so that half viewed only the
product oriented commercial while the other half viewed the premium
oriented version.

Levels of the other independent variable,

cognitive development, were controlled.

stages of

The population was heterogenous

in that the subjects

are

development.

desirable that this be controlled for the purposes

It was

functioning at different stages of cognitive

of this experiment because the stages of cognitive development should
have

a bearing on the characteristic being studied.

this study are

confined to Piaget's

II,

III,

and IV.

The stages used in
The population was

divided into strata of the stages of cognitive development and within
each stratum a judgement sample of the subjects were selected and assigned
to treatment groups in the

research design according to the

level of

cognitive development.
The experiment tested for the effects in 6 different experimental
conditions.

These are determined by three levels of cognitive develop¬

ment and two formats of commercial content.

One product category,

breakfast cereal, was presented to the subjects and one
presentation was viewed.

Figure

dry

form of commercial

1 presents the research design.

Figure

1

SCHEMATIC REPRESENTATION OF RESEARCH DESIGN

Stage of Cognitive Development
Stage

II

Stage III

Stage IV

Product

Group 1

Group 3

Group 5

Premium

Group 2

Group 4

Group 6

Commercial
Content
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Each child was shown a commercial representing the
for the experimental group he had been assigned.
presentation,

level of content

After the

commercial

each child was interviewed to determine his or her ability

to recall specific items,
the purpose of the

to recall items in sequence,

and to understand

commercial.

Product Type Used

The product category used for the study was dry breakfast cereals.
It was

chosen

because it satisfies several criteria.

is one in which the subjects
using;

therefore,

child.

Second,

First,

the product

could be expected to have an interest in

it could be considered as a relevant product to the

dry breakfast cereals are one of the most frequently

advertised products on children's television,1 and children should be
familiar with it.
space as

Therefore,

a meaningful product.

this product fits into the child's
These

order to take into consideration the
study.

The

criteria establishes more

life

two conditions were established in
factor of external validity of the
confidence in this

respect.

Commercial Used

Two commercials

for a new General Foods dry breakfast cereal,

Panther Flakes, were selected for presentation in this study.

Pink

The themes

of the commercials differed in that one was product oriented - presenting
its

features through a story-line,

and the other was premium oriented -

employing a collage-effect to intersperse

cartoon scenes of the product

and a toy racing car which comes in the box with moving picture scenes of
children enjoying the

racing car.
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The highlights of the plot of the product oriented commercial
involved the cartoon character. Pink Panther, playing a trick on a form¬
less white character who was preparing Pink Panther Flakes for breakfast.
The Pink Panther watches the white character through an open window until
he brings a bottle of milk back to the refrigerator.

When the Pink

Panther sees the coast is clear he quickly gobbles down the cereal.

The

white character returns, is confused, but prepares breakfast again.

On

his second trip to the refrigerator, he discovers the Pink Panther in the
act of eating, and an action filled chase takes place.

The Pink Panther

is triumphant, though, and gets to eat all the cereal.

Meanwhile, a

jingle is playing in the background informing the viewer how much fun the
cereal is to eat and how nutritional it is.
The premium oriented commercial begins with a condensed version of
this cartoon.

Then came a series of 2-3 second flashes of the cereal box,

a child taking the premium (racing car)
stration of how it works,

out of the box, a brief demon¬

and children playing with the racing car.

The

final scene has the car racing up to a big box of Pink Panther Flakes and
stopping.
The commercials were similar in that each had a running time of 30
seconds.

Also, each was in color.

Bright pink was especially emphasized;

auditorily in the background jingles,
of the Pink Panther,

and visually through the character

the pink flakes, the pink box, and in the premium

commercial, the pink facing car.
The most striking point of dissimilarity between the commercials was
the degree of emphasis on the product.

The RPX racer was mentioned as

frequently as the cereal in the premium oriented commercial whereas, the
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cereal was the focus of the product oriented one.
As for the auditory elements of the two messages, selective phrases
differed, singing slogans differed, and theme music differed.

For the

product oriented, the "Pink Panther" theme music was the underlying music
for the commercial.

For the premium oriented commercial,

a different

musical theme was utilized.
In terms of method of production, the product oriented commercial
was completely animated, while the premium oriented commercial employed
both animation and people scenes.
Another criteria in the selection of the commercials used in this
study was the factor that children should not have viewed the particular
commercials before the experimental situation.
the commercials before,

If the children did view

a certain amount of learning could be assumed to

have taken place because of the previous exposure to the content of the
commercial.

This could lead to a different response by the children,

thereby contaminating the investigation.

The commercials selected for

use in the experiment meet the criteria of not having been viewed before
by the population from which the sample was drawn.

The General Foods

Corporation supplied the two commercials of a new dry breakfast cereal
product. Pink Panther Flakes,

for the purposes of this research.

At that

time, the cereal was in the test market stage on the West Coast; therefore,
the children living and watching television in the East had not had the
opportunity to view these particular commercials.

The Independent Variables

Commercial Content.

It is necessary to specify the basic substance
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of the message to be communicated.

This will be defined as the commercial

content and refers to the features which are unique to the product and de¬
scribes these features in its message.

In order to gather information as

to the relationship of commercial content and a child's response, two con¬
ditions of content are required.

One presentation of commercial content

involves a commercial which emphasizes the premium that is obtained with
the product.

That is, the commercial shows the premium, shows how it

works, emphasizes the fun in using the premium, shows the expertise re¬
quired in using it,

shows the age group it was designed for, and shows

where it can be obtained.

The other presentation involves a commercial

which emphasizes the features of the product.

That is, it emphasizes the

ingredients of the product, the nutritional value of the product, the
goodness of the product,

and the desirability for choosing the product.

The commercials selected for content do emphasize predominantly the
premium aspects of the product or the product attributes themselves.
Stage of Cognitive Development.

Piaget's concept of defined levels

of cognitive development must be operationalized.

The stages utilized in

this study are stage II - preoperational - and roughly from 2 years to
7 years old;

stage III - concrete operations - and extends from about 7

years old to the age of 11;

and stage IV - formal operations - which be¬

gins about the age 11 and is coirpleted by about 15 years old.

The ages

at which different stages are attained may vary somewhat, but a child
attains each in order of succession.

To operationalize Piaget's concepts

this study categorized each stage by a given grade level.

Children from

the first grade represented those in stage II, children in the third
grade represented those in stage III, and children in the sixth grade
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represented those in stage IV of development.

The grade

levels selected

are to be taken as an approximation of the stages of cognitive develop¬
ment referred to by Piaget.

The ages of the children within each grade

level should be viewed as estimates of those who would be in the appropri¬
ate stage of development.

It is

trends identified by Piaget's

fully realized that the developmental

concepts

are not rigidly age-sequenced and

that some of the children of a given age may very well fit into a dif¬
ferent stage of development than his

age would indicate.

operationalize Piaget's work for this study,
sequence is

But in order to

an estimate of the age-

assumed to be valid.

The Dependent Variable

The dependent variable in the experiment is the effects of the
television advertising on the

child.

It concerns the responses to the

commercials by children at different levels of cognitive development.
Interest focuses on two aspects of responses:
elements of the

commercial;

and 2)

1)

recall of selected

an understanding of the message - an

understanding of the purpose of the commercial,

and an understanding of

the use and value of the product.

The Measurement Instrument

Immediately after e^qposure to the stimulus presentation,
were interviewed concerning their recall,
commercial content.
Since

there was

subjects

and understanding of particular

See Appendix A for the questionnaire

form used.

concern over the relationship between different types of

learning and stages of cognitive development,

care was taken in the
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construction of the questionnaire.

Language had to be clear and simple,

so that the questions could be understood by first graders while the
sixth graders would not think they were silly or too simple.

Care was

taken to construct questions testing for information that were equally
available in both the premium oriented and the product oriented presenta¬
tions.

The questionnaire also met criteria that had been set for elicit¬

ing responses from both the visual track and the auditory track of the
commercials.
Due to the "clinical" and "exploratory" nature of the interviews,
the order of the questions varied depending upon the responses of the
child,

and some of the questions had to be rephrased to help the child

understand the question.
The aided recall section of the questionnaire probed further into
sequential recall and understanding of certain items.

Two photographs

taken from frames of the commercials were handed to the child so he could
examine them.

The photographs were selected for their representativeness

of the basic elements of content within the commercial message.

The

photographs used with an explanation of why they were chosen will be
found in Appendix B.
Additional probing questions were asked as the child examined the
photographs.

These photographs represented in an experimental way the

situation in which the child would see the product in front of him on
the shelf in a store.
It was assumed that a child may feel he has been put on the spot in
a situation where a stranger is asking him many questions, some of which
may be difficult to answer.

The child may feel uncomfortable, having to
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think while someone is waiting for a response.

And even though the

interviewers may tell him that there are no right or wrong answers, the
child could feel that the interview was some sort of test.

Because

children do not respond when frightened, bored, or shy, it was important
that the interviewers put them at ease.
means;

first, while they were being brought from their classrooms by one

of the experimenters,
tion.

This was accomplished by two

rapport was being built up in a friendly conversa¬

Second, some of the questions formulated for the interview were

used as a means of building rapport.

They were easy to answer and they

tried to instill interest in the child.

For this reason, these questions

do not lend themselves to probing specific information sought by the
interviewers for the study.

Pretesting the Questionnaire

The questionnaire was pretested to ascertain whether the questions
were stated clearly and were simple so that they could be readily under¬
stood by children.

Because of the difficulty in arranging for children

to view the commercials at convenient times for both the children,
parents,

and the experimenter,

and because of the time constraint for

the actual running of the experiment, only six children, three first
graders and three sixth graders, were utilized for the pretesting of the
questionnaire.
The procedure for the pretest consisted of a child viewing a com^
mercial in a classroom and after the viewing the child was interviewed
using the test questionnaire.
instructions exactly.

The interviewer followed the questionnaire
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The pretest indicated that in general the questionnaire was clear
and simple enough for the children to understand the questions and
elicit a response.

However, the pretest did uncover two elements of the

interviewing procedure which indicated that the interviewing procedure
must remain flexible so that changes could be instituted depending upon
the interviewing situation.

In the course of the pretesting there were

indications that the children did not understand some of the questions,
either because of specific words or phrases.

The interviewer had to re¬

phrase those questions, without changing the context, in such a way that
the child would understand the meaning.

For the experimental situation

the two interviewers were instructed to be flexible in this area so that
a response, or some indication that the child at least understood the
question,

could be elicited without too much trouble.

A second consequence of interviewing a child is the fact that the
child may lead the interviewer into another area of questioning because
of his response to the original question.

If this be the case, in order

not to lose any response or any additional data that could be gathered
because of this situation, the interviewers were instructed to be flexible
as to the presentation order of the questions.
The above has been a brief outline of problems and procedures
involved in interviewing children with the questionnaire.

Subjects

The nature of the study seemed to necessitate a relatively small
sample of subjects, which would admittedly have the disadvantage that a
precise projection to the population could not be made.

Due to
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situational constraints,

a sample size of 72 subjects was selected.

The

determination of the sample size was accomplished through a set of con¬
siderations involving compromises.

For example,

it was felt that if the

sample size were relatively small it would be possible for interviewers
to interact more fully with the subjects and obtain more detailed data
through the use of probing.

Also considered was the size of the school,

its classes, and the time constraint in which to gather the data.
Subjects were boys and girls drawn from within the same school.
The school district in which the study was made was lower to middle income class

3

, more rural than urban, and predominantly white.

The three age groups studied were first graders
third graders

(8-9 years old) , and sixth graders

(6-7 years old),

(11-12 years old) .

The

selection of these specific grade levels to utilize in the study was
made to correspond to the concepts of Piaget's stages of cognitive de¬
velopment.

Thus, the grade level of the subjects was varied while the

general demographic characteristics of their households was assumed to
be constant.
A random sample of the subjects could not be obtained.

The teacher

for each class selected the children to be employed in the experiment.
This selection procedure was followed in order that the youngest children
in each grade level would be exposed to the commercials and interviewed.
The rationale for this procedure was the fact that ideally a kindergarten
class was to be used to represent stage II of cognitive development.

The

kindergarten class would have represented a stage of development in which
no formal education would have transpired.

But the school used for the

study did not have a kindergarten class nor were there any public
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kindergartens within the school district; therefore, a decision was made
to study the youngest children from each grade level.

This was done to

maintain a form of consistency of children's levels of cognitive develop¬
ment.

The assumption was made that the younger children at each grade

level will be at approximately the same level of cognitive development
for the age group they represent.
Teachers were also asked not to select any children who were
repeating the grade level.

This criteria of selection controlled for

any additional learning the subjects could have been exposed to because
of the additional exposure to a formal education.
Another factor in the selection procedure which did not permit for
random sampling was the fact that the grade levels from which the samples
were drawn had small classes in which most of the children had to be
utilized.
A class list was obtained for each grade level.

Once the teacher

selected the children, a random numbers table was then used to assign the
subjects to each cell.

Each experimental cell consisted of 12 subjects,

6 males and 6 females.

Procedures

Testing was done over a five day period between May 22-26,

1972.

Two consecutive days were required for conducting the experiment for the
first grade children, and one and a half days each were required for the
third and sixth grade children.
Subjects were selectively chosen by their teachers according to the
criteria previously discussed in the "Subjects" section of this chapter.
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and then randomly assigned to one of two runs within each grade level.
The subjects,

in groups

of two, were escorted to a room within their

school designated for the experiment.

For each run,

subjects constituted either of two boys or two girls.

the group of two
The reason for

the make up of the groups as such was to alleviate any bias that might
arise because of the ' interviewers being a female and a male.
ing each group to consist of two subjects of the same sex,

By select¬

the biasness

which might appear would be washed out over the entire sample.
ing took place during the school day,
2:45 P.M.

in the

afternoon.

All test¬

from approximately 12:45 P.M.

to

All the subjects were released when needed

from 15 minutes of school time by permission of their teachers.
In the

room where the children viewed the commercials there was

male experimenter

(E^)

a

who was in charge and ran the projection equipment,

and a female experimenter

(E2)

room to the e^erimental room.

who brought the subjects

from their class¬

On the way to the experimental room, E2

introduced the subjects to what was going to take place ~ to help build
rapport with the

children.

E2 would say "What's

going to happen is that

you're going to see a short movie and afterwards we are going to talk
about it.

The other person is going to talk with one of you and I'll

talk with the other one."
The subjects entered the experimental room, where E^ would ask them
to be seated in

front of a movie screen,

against a class

list.

tape

and E^ would check their names

There were no papers, pencils,

recorders visible to subjects at this point.

"Now we would like you to watch a short movie,
about it."

questionnaire,

Ej would then say,

and then we will talk

E2 would then turn off the lights and E^ would start the

or
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projector.
At the conclusion of the commercial showing
machine,

and E? would then turn on the

would turn off the

lights in the room and say "We

would like you to answer a few questions about the short movie you just
saw."

She would point to one of the subjects who was previously chosen

by a determined random procedure,
to the other experimental room.

and ask that subject to accompany her
E0 would say "(Name of subject)

come with me to the other room so

(name of the other subject)

what you are saying about the short movie."

please

cannot hear

Two experimental rooms were

used simultaneously for the interviewing process so that the children
could not hear each other's responses.

The rooms used were quiet and

comfortable.
In each of the experimental rooms there was a tape
the subject's

responses were taped.

being made, both interviewers,

At the same time the recording was

E^ and E2, were writing the highlights of

the responses on the questionnaire sheet.
responses was to obtain all responses
responses by hand,

The reason for taping the

for analysis,

for in tabulating the

an interviewer may have missed a response to a question

or a portion of a response due to the
write as

recorder on which

fact that an interviewer could not

fast as the child responded.

When the first section of the questionnaire was
interviewer took out two photographs
questioning.

finished,

each

for the aided recall section of

The subjects were asked to examine the photographs as the

questioning proceeded.

On the completion of the interviewing,

the sub¬

jects were asked to keep the whole thing a secret for a few days

"because

it would not be fair if the other people we ask these questions know what
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to expect."

After the interview the subjects met outside the

experimental room,

and E2 took them back to their classroom.

escorted the subjects back to their rooms the projector was
next rim,

the

rooms were tidied if necessary,

first
While E2

cued for the

and the experimenters were

ready for the next group of subjects, which E2 brought in after returning
the other subjects to their rooms.

The procedure worked efficiently.

Summary

Chapter III introduces the research design and methodology.
experiment was used as the vehicle

for data generation.

involved six different experimental conditions.
by three

An

The experiment

These were determined

levels of cognitive development and two formats of commercial

content.
The chapter describes

the criteria used for the product selection

and commercial presentation.
ables

The chapter defines the independent vari¬

and the dependent variable.

these variables are offered.

The

Methods of manipulation and control of
chapter also describes the rationale

behind the selection of the measurement instrument,
the questionnaire,
The

the pretesting of

and the selection of subjects.

chapter concludes with a description of the procedures

in carrying out the experiment.

followed
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FOOTNOTES

The author spent two weekends viewing children’s programs

and the

most predominant product category represented on the programs were
cereals by about three to one

for other products advertised.

^The school from which the subjects were drawn was the Bondsville
Elementary School within the Palmer school district in Western
Massachusetts.

3

.
Data obtained by an interview with the principal of the Bondsville

School.

As to the socio-economic class of the students the principal

made an educated guess
district.

for the income

records are not kept by the school

49

CHAPTER

IV

RESULTS AND ANALYSIS

Scheme for the Classification of Data

Several steps related to the classification of the raw data were
taken prior to the analysis.

The classification procedures and problems,

and the results obtained from the classification schema are discussed in
this section.
There are many areas of research in which the best one can do is to
group observations into classes, each given a distinguishing symbol or
name.

The data generated for this study lends itself to the process of

grouping individual responses into qualitative classes which is referred
to as categorical scaling.
The complexity of the classification scheme was determined by
several factors:
3)

1)

the size of the sample, 2)

the form in which the data was collected,

the frequency of responses,

4)

the extent to which a

classification scheme had been established at the time the classification
operation began, and 5)

the reliability of the data within the classifi¬

cation schema.
First,

it was necessary to transfer the raw data from the tapes and

questionnaires to code sheets for summerization.

This summarization re¬

ports the various possible classes, together with the number of responses
falling into each.

The reasons for dealing with this form of summary

rather than raw data are not difficult to see.

There were a great many

responses being measured and if the data were left in its raw form, it
would be confusing to anyone who is trying to get a picture of the set of
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responses as a whole.
responses,

The study is only interested in the "pattern" of

and all that is necessary is the number of responses in a par¬

ticular category.
Before the data could be transferred to the code sheet a basic schema
for classification had to be developed.

The plan of this study was to

empirically construct a classification schema for the set of children's
responses.

Piaget's concepts were abstracted, and the attributes pro¬

vided a conceptual framework needed to construct the classification schema.
The rationale behind this approach was that there was no way of knowing
previously what would be elicited.

Therefore, categories were formed as

the tapes and questionnaires were analyzed.

As an initial step in con¬

structing the schema, tallies were made of the number of responses to a
particular response category.

These frequency tallies were then cast in

the form of frequency tables.

This procedure worked well with responses

to specific elements of the commercials.

But contributing to the com¬

plexity of the classification task was the need for some transcription of
the data.

Transcriptions were needed with the data relating to the action

sequence of the commercials and for those questions that sought an under¬
standing of the material.

The responses to the open-ended questions had

to be analyzed for content and then tallies were assigned to particular
category.
Another complication in developing the classification scheme was the
reliability of the data that was assigned to the particular categories;
that is,

the agreement between the interviewers as to the classification

of the data.

Because two interviewers collected the data, their

individual interpretations and coding of responses might lead to
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variations in categorizing responses despite careful instructions.
Therefore, a check for reliability was made in the following way.

Each

interviewer listened to his own tapes and examined his own questionnaires.
Each was instructed to tally his data according to the preliminary clas¬
sification schema.

After this was done,

the tapes and questionnaires

were exchanged in order that each interviewer now had the other's
material to analyze.

If there were any discrepancies as to the classi¬

fication of the data, the interviewers discussed the discrepancies and
an agreement was reached as to which classification the data would be
assigned.
A further complication was the fact that in this study the size of
the sairple was relatively small,

and the frequency of responses to ques¬

tions was relatively small at times.

Therefore, it was necessary to form

new categories in which the data within particular cells would meet the
statistical assumptions of the chi-square analysis.
by combining cells to form new categories.

This was accomplished

Tallies were kept of the re¬

sponses and when final classifications were constructed, it was necessary
to go back and combine various categories to meet the statistical assump¬
tions.

Care was taken so that the new categories formed were suitable to

the desired schema of summarization without sacrificing details of the
data.

Furthermore, the categories which were combined had some common

property or mutual identity which would lead to a meaningful interpreta¬
tion of the outcome when the statistical test was applied.
With respect to the factors mentioned,

the classification of the raw

data was a relatively complicated assignment;

and, although there were

many problems, the data generated for this study could be recorded.
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summarized/

and communicated.

Test of Hypotheses

Preliminary Steps.

The substantive hypotheses which were previously

discussed in Chapter II were tested using a chi-square analysis.

The

reason for such testing is the data obtained were nominally scaled and a
more sophisticated statistical analysis could not be performed.

But the

best one can do is to group the responses into meaningful classes, and
observe differences between the classes.

The rationale for comparing

such classes was to find evidence of association between the qualitative
attributes.

Therefore, the analysis employed a test for independence or

lack of statistical association between categorical attributes.
The following discussion specifically deals with the hypotheses of
the study.

In order to present the substantive hypotheses for testing,

the general rationale for the formulation of their test form will be
discussed.
A situation arises where N independent observations are made and
each and every observation is then classified into two qualitative ways.
One set of mutually exclusive and exhaustive classes is called the A
attribute.

And any one of the C distinct classes making up this

attribute is labeled A j , where j runs from 1 through C.
A = {Aj_..., A j. . . , Ac}.

Furthermore, on the other attribute B, there

are some R mutually exclusive and exhaustive classes.
B = {Bj..., Bfc..., Br}.
of one joint event

Therefore,

Thus,

Each observation then represents the occurrences

(Aj , Bj,) .

And the entire set of data can be shown as

a contingency table with C classes of attribute A making up the columns.
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and the R classes of attribute B in the rows; each and every possible
(Aj ,

joint event is shown by a cell in the table.

Bk)

Following this

scheme of notation, the tables in this chapter represent the data in
contingency tables.
The hypotheses which are tested in this study are stated as null
hypotheses in which the test is that attributes A and B,
are independent.

for example,

If the hypothesis of independence can be rejected,

then one can say that the attributes are statistically related or
associated in some manner.
It can be shown that two discrete attributes are considered
independent if and only if p(Aj, Bk)
events

(Aj,

Bk)

110,

13,

18,

38].

population probabilities, p(Aj)
known.

= p(Aj)p(Bk)

for all possible joint

The above is defined in terms of the

and p(Bk) which in this case is not

The best estimates that can be made of the unknown marginal

probabilities are the sample marginal proportions which can be shown to
become
(freq. Aj)

(freq. B^)

expected frequency =
N
Using these expected frequencies, the chi-square test for association
is simply

X2 = Z Z
3 k

(fojk ~ fejk)2
fejk

where fQjk is the frequency actually observed in cell

(Aj, Bk) ,

fejk is

the expected frequency for that cell under the hypothesis of independence,
and the sum is taken over all of the jk cells.
In summary, given a joint—frequency table with C columns and R rows,

54

the null hypothesis,

in general,

for the substantive hypotheses

previously described becomes
Hq: p(Aj, Bk)

= p(Aj) p(Bk)

and the alternative research hypotheses, in general, becomes
Hi: p(Aj, Bk)

?

p(Aj)

p(Bk).

In formulating the specific hypotheses for testing, the following
notation is used:
Sj is stage of cognitive development,

j = 1,

2,

3.

is commercial content presentation, i = 1, 2.
Ek is specific elements recalled, k = 1, 2,

3,

4.

Nk is the amount of elements recalled, k = 1,

2,

Ak is the level of action sequence, k = 1,

3.

2,

3.

Ck is the level of recall of name "commercial", k = 1, 2.
Mk is the level of awareness of what is a commercial supposed to
be for, k = 1,

2.

is the level of awareness of why people make commercials, k = 1,

2.

Uk is the level of awareness of what is the use of the product, k = 1, 2.
Fk is the level of what is to be wanted, k = 1,

2.

Wk is the rationale for wanting a particular item, k = 1,

2,

3.

Using the above notation null and research forms of hypotheses in
Chapter II can be described.

The reader is referred to Chapter II for

the verbal statement of these hypotheses.
Hypothesis 1.

The first area of interest for investigation is that

concerning the specific elements assimilated by children.

The measure¬

ment of such responses is accomplished by questioning the children as to
the "recall of commercial content".
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The first question - Tell me what happens in the movie you just saw? attempted to elicit responses as to the child's ability to recall specific
elements from the message, to elicit the amount of recall of elements, and
to elicit a response as to the sequencing of the action of the commercial.
First, it was of interest to investigate specific elements recalled from
the commercial, especially marketing oriented elements.

Two such, elements

of concern to a marketer would be the recall of the product itself and the
name of the particular brand.

Any element that the child associated with

the product would also be of concern.

It can be assumed that if a child

could not remember, or know the name of the product, this associative
element may act as a cue in which the child would then associate that
element with the product.

In this case, the Pink Panther would be the

associative element.
Piaget's theory lends itself to a classification scheme in the
sense that younger children seem to think in simple terms and they have
difficulty remembering details efficiently.

As the child advances to the

latter stages of cognitive development he becomes capable of thinking in
an integrated way,
objects.

and he begins to classify multi-faceted aspects of

Therefore,

for each set of elements a category of concrete re¬

call versus detailed recall was established.

In this case, the concrete

recall is reflected by the concept of cereal and animal;

and the detailed

recall is reflected in the name of the cereal and the name of the animal.
The data for testing hypothesis 1 are represented in tables 1 and 2.
Table 1 represents the frequency of responses the children had to the
specific elements of the commercial at the three levels of cognitive
development.

Table 2 represents the frequency of responses of children

Table 1

RECALL OF SPECIFIC ELEMENTS OF COMMERCIAL BY
STAGE OF COGNITIVE DEVELOPMENT

Stage of Cognitive Development
Recall of Elements
1st Grade
Stage II
A.

Cereal

5

12

16

17

12

7

10

6

0

13

15

19

Recall of Character
Animal

(Cat Family)

Pink Panther

Table
1

6th Grade
Stage IV

Recall of Product
Name of Cereal

B.

3rd Grade
Stage III

A

X2

(2)

= 10.145

(p<.01)

B

X2

(2)

= 10.559

(p<.01)

Table 2

RECALL OF SPECIFIC ELEMENTS OF COMMERCIAL BY
COMMERCIAL CONTENT PRESENTATION

Commercial Content Presentation
Recall of Elements
Product

A.

B.

Recall of Product
Name of Cereal

16

17

Cereal

20

16

9

7

26

21

Recall of Character
Animal

(Cat Family)

Pink Panther

Table
2

Premium

A

X2

B

X

(1)

= .3463

(p<.70)

(1)

0041

(p<.95)

2
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to specific elements of the

commercial taking into consideration the

differences in commercial content presentation.
the typical

responses

Tables

3 and 4 represent

in each category plus other responses which are not

analyzed due to the lack of compatibility of the data in relation to
stages of cognitive development and commercial content presentation
respectively.
The null and research form of hypothesis
a)

1 are:

For stages of cognitive development
H0:

p(Sj, Ek)

Hpl p(S_j,

Ek)

= p(Sj)

p(Ek)

fi p(Sj) p(Ek)

This null hypothesis states that an association does not exist
between a child's stage of cognitive development and his
recall specific elements

from the

commercial.

ability to

The research hypothesis

states that there is an association between these variables.
square analysis

indicates

The chi-

that a strong association exists between the

specific elements recalled and the
was expected according to the

child's stage of development.

conceptual scheme.

This

Table 1 indicates that

younger children are capable of recalling concrete elements more than
specific named elements,

and the more mature children are capable of re¬

calling the detailed elements.
b)

For commercial content presentation
Hq:

p(Pj,

Ek)

Hx:

p(Pj, Ek)

= p(Pj)

p(Ek)

? p(Pj) p(Ek)

The null hypothesis states that there is no association between a
child's ability to recall specific elements given the different
presentations of commercial content.

The research hypothesis states
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Table

TYPES OF RESPONSES:

3

SPECIFIC ELEMENTS OF COMMERCIAL

BY STAGES OF COGNITIVE DEVELOPMENT

Stage of Cognitive Development
Recall of Elements

Name of Cereal

1st Grade

3rd Grade

Stage

Stage

II

III

6th Grade
Stage

(n=33)

Pink Panther Cereal

4

8

1

Pink Panther Flakes

1

4

15

17

12

7

Cat

2

1

0

Tiger

2

2

0

Lion

3

1

0

15

17

19

Vitamins

0

2

4

"Post"

0

0

2

Toy

1

0

0

9

8

11

RPX Racer

0

1

1

Car is Pink

0

3

0

Car is

0

1

0

1

0

0

Cereal

(n=36)

Animal

(n=ll)

Pink Panther
"Other"

Car

(n=51)

(n=44)

(Racer)

shaped like

Pink Panther
Thing

IV

Table 4

TYPE OF RESPONSES:

SPECIFIC ELEMENTS OF COMMERCIAL

BY COMMERCIAL CONTENT PRESENTATION

Commercial Content Presentation
Recall of Elements

Name of Cereal (n=33)
Pink Panther Cereal
Pink Panther Flakes
Cereal
Animal
Cat
Tiger

(n=36)
(n=ll)

Lion
Pink Panther (n=51)
"Other" (n=44)
Vitamins
"Post"
Toy
Car (Racer)
RPX Racer
Car is Pink
Car is shaped like
Pink Panther
Thing

Product

Premium

7
9

6
11

20

16

1
2

2
2

3
28

1
23

6
2
0
0
0
0
0

0
0
1
28
2
3
1

0

1
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that an association does exist between these attributes.

A contingency

table was set up to see if the empirical proportions were significantly
different.

The analysis provides a strong basis to conclude that the

effect of commercial content presentation on the recall of specific
elements is independent of each, other.

Children can recall the specific

elements regardless of the content presented.
Hypothesis 2.

The second area of concern which the first question

also dealt with was the amount of recall of marketing oriented elements.
The more the child knows of and about the product the more information he
has about the product.

It is assumed that the more information that can

be recalled about a particular product the more information the child has
to help him make a "consumer choice decision" about that product.

Among

the detailed elements one would expect a child to assimilate were the
following:
a cereal,

Pink Panther, name of the cereal, product identification as
"Post", and for the product oriented commercial - vitamins, and

for the premium oriented commercial - the premium itself, the EPX racer,
or toy car in general.
The data for testing hypothesis 2 is presented in tables 5 and 6.
Table 5 categorizes the children's responses to the level of amount of
elements recalled at the three stages of cognitive development.

Level I

responses indicate a low level of the amount of elements recalled - 0-1
elements recalled.

Level II responses indicate a medium level of recall

in which the child recalls 2-3 elements.
high level recall of 4 ~ 5 elements.

And level III represents a

Table 6 represents the frequency of

responses to the level of amount of elements recalled taking into con¬
sideration the differences in commercial content presentation.

Table 5
AMOUNT OF ELEMENTS RECALLED BY STAGE OF
COGNITIVE DEVELOPMENT

Stage of Cognitive Development
Amount
of Elements
Recalled

1st Grade

3rd Grade

6th Grade

Stage II

Stage III

Stage IV

Level

I

10

5

0

Level

II

11

14

17

Level III

3

5

7

X2

(4)

= 12.885

(p<.025)

Table 6

AMOUNT OF ELEMENTS

RECALLED BY

COMMERCIAL CONTENT PRESENTATION

Commercial Content Presentation
Amount
of Elements
Recalled

Product

Premium

Level

I

12

3

Level

II

22

21

Level III

2

12

2
X

(2)

= 12.566

(p<.005)
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Hypothesis 2

can be formed as:

Hq:

P(Sj/ Nk)

= p(Sj)

p(Nk)

HX:

p(Sj, Nk)

^ P(Sj)

p(Nk)

The null hypothesis

states that the amount of marketing oriented

elements recalled will be independent of the stage of cognitive develop¬
ment.

In contrast,

the research hypothesis states that there is

an

association between these two attributes.
The results of the chi-square analysis
exists between the two attributes.
occurring by chance is

less than

indicate that an association

The probability that these results

.025.

A level of significance strong

enough to indicate that the amount of elements capable of recall is
associated with a child's stage of cognitive development.

Data in

table 5 indicates that the younger children have a low level of amount of
elements

recalled,

and that the

level of recall increases as the level of

cognitive development increases.
b)

For commercial content presentation

Ho:

P(pj' Nk)

= P(pj)

P(Nk}

Hi:

p(Pj, Nk)

j- p(Pj)

p(Nk)

The null hypothesis
amount of elements
ation.

states that there is no association between the

recalled and the

form of commercial content present¬

The research hypothesis states

that an association exists.

The

results tend to indicate that an association does exist,

and the proba¬

bility of these results occurring by chance is

.005.

less than

Table 6

indicates that children who view the premium oriented commercial have a
higher level of recall of the amount of elements.
Hypothesis

3.

Question 1 elicited responses concerning the action
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sequence of the commercials.

It was of importance to examine whether the

child could recall what transpired in the commercial message.

It can be

assumed that if a child could recall the action of the message, he would
have retained a certain amount of information from the message and he
would have been receptive to such a message.
hypothesis 3 is presented in table 7.

The data for testing

The construction of the three

level classification of recall of sequence of action relied on the con¬
ceptual framework of Piaget's theory.

Accordingly, children at the

earlier stages of cognitive development would have difficulty remembering
a series of action in sequence.

At later stages the recall will develop

into one of multidimensional; that is,
several images, but they may be vague.

the child will begin to remember
And finally, the more mature

child will develop recall that is more totally sequenced and coherent in
detail.

Therefore, the categories are designed according to the concep¬

tual shceme of levels of recall postulated by Piaget.
Level 1 represents fantasy, unidimensional recall, and unsequenced
impressions:
1)

Fantasy - Child recalls an image from the commercial,
but describes a fantasy of what has happened.
No
coherent recall of what happens in the action sequence.

2)

Unidimensional Recall - Child remembers a single
picture or image.
Child tells of only one element
or instance of the action sequence.

3)

Unsequenced Impressions - Child recalls highlights
of commercial but not in any order.

Level 2 represents bi—dimensional recall, and multidimensional vague
recall:
1)

Bi^dimensional Recall — Child recalls two images in
a sequence order from the commercial.

Table 7

RECALL OF ACTION SEQUENCE OF COMMERCIAL BY
STAGE OF COGNITIVE DEVELOPMENT

Stage of Cognitive Development
Level of Sequence
1st Grade
Stage II

3rd Grade
Stage III

6th Grade
Stage IV

Level

I

9

6

5

Level

II

14

9

7

Level III

1

9

12

(4)

= 12.718

(p<.025)
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2)

Multidimensional Vague Recall - Child remembers
several images, 3 or 4, in which sequence of
commercial is vague.

Level 3 represents multidimensional semi-detailed recall, and multi¬
dimensional sequential recall:
1)

Multidimensional Semi-detailed Recall - Child
remembers several images, 5 or 6, in which
sequence is becoming more detailed.

2)

Multidimensional Sequential Recall - Child recalls
several images, 7 or 8, or 9 (in the case of the
product oriented commercial)
sequence.

in a coherent, unified

The sequencing order, and the amount of detail of each element of
the sequence for the product oriented and the premium oriented com¬
mercials is. given in Appendix C.
Hypothesis 3 can be formed as follows:
Hq:

pCSj, Ak)

= p(Sj)

p(Ak)

Hx:

p(Sj, Ak)

7* p(Sj)

p(Ak)

The null hypothesis states that the recall of the action sequence
is independent of the child's stage of cognitive development.

The

alternative research hypothesis reflects Piaget's concepts that children
of different stages of cognitive development will recall action sequences
differently.

If this were the true occurrence, one would expect to find

the null hypothesis rejected.
The results of the analysis indicate that the action sequence recall
of a child is associated with the child's stage of cognitive development.
The probability of these results occurring by chance is less than .025.
The data in table 7 show a distinct trend from no sequence recall to
sequential recall with increasing age.
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Hypothesis 4.

In table 8 the frequency of responses of the action

sequence is categorized taking into consideration the differences in com¬
mercial content presentation.

Hypothesis 4 can be formulated as follows:

H0:

p(Pj, Ak)

= p(Pj)

p(Ak)

Hq:

p(Pjr Ak)

/p(Pj)

p(Ak)

This hypothesis states that the recall of the action sequence of
the commercial is independent of the commercial content presentation.
That is.,

regardless of the commercial content presentation, the children's

recall of the level of action sequence should be the same.

The research

hypothesis states that there would be an association between the two
attributes.
The analysis reveals that a strong association exists between the
two variables under study.

Table 8 shows that the level of what is re¬

membered of the action sequence increases with the viewing of the product
oriented commercial.

Of the children who viewed the premium oriented

commercial, more were classified in levels I and II, and none in level III.
In contrast, 60 percent of the children who viewed the product oriented
commercial were classified as having sequential recall.
Hypothesis 5.

The second set of responses measures is concerned with

a child's understanding various elements of the message as well as with
the child's understanding of the use and/or value of the product.
Question number 8 - What do they want you to do with it? - concerns
itself with the child's understanding of the use of the product.
one of the basic elements of the commercial message.
test hypothesis 5 is presented in tables 9 and 10.

It is

The data in which to
Table 9 categorizes

Table 8

RECALL OF ACTION SEQUENCE OF COMMERCIAL BY
PRESENTATION OF COMMERCIAL CONTENT

Commercial Content Presentation
Level of Sequence
Product

Premium

Level

I

4

16

Level

II

10

20

Level III

22

0

X2

(2)

= 32.533

(p<.005)
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the frequency of responses into two levels of recall at three levels of
cognitive development.
such as

"to eat it",

Level I, the "use" category,

"to buy it and eat it",

reflects responses

"to eat the cereal and play

with the car" - where eat cereal was the predominant response, and "to try
it".

Level II, or the "other response" category reflects responses such

as "only buy it",

"have fun",

"play with it" - referring to the car,

and

responses of "don't know", or no answer.
Hypothesis 5 can be formulated as follows:
a)

For stage of cognitive development
Hq:

p(Sj, Uk)

= p(Sj) p(Uk)

Hp:

p(Sj, Uk)

J p(Sj)

p(Uk)

The null hypothesis states that the level of understanding of the
use of the product is independent of the child's stage of cognitive
development.

The research hypothesis reflects Piaget's concept that at

different stages of cognitive development,
understandings about the situation,

children will have different

in this case,

about the use of the

product.
The results of the analysis provide a strong basis to conclude that
the two variables are independent of each other.

This indicates,

at

least for purposes of this study, that a child's understanding the use of
the product is independent of his stage of cognitive development.

Child¬

ren can understand the use of the product regardless of the stage of
development they are functioning at.
Table 10 categorizes the frequency of responses at the two levels of
understanding taking into consideration the differences in commercial
content presentation.

For this situation, hypothesis 5 is formulated as

Table 9

UNDERSTANDING THE USE OF THE PRODUCT BY
STAGES OF COGNITIVE DEVELOPMENT

Stage of Cognitive Development
Level of Understanding
1st Grade
Stage II

3rd Grade
Stage III

6th Grade
Stage IV

I

14

18

20

Level II

10

6

4

Level

X

2

(2)

= 3.876

(p<.50)
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Table 10

UNDERSTANDING THE USE OF THE PRODUCT BY
COMMERCIAL CONTENT PRESENTATION

Commercial Content Presentation
Level of Understanding
Product

Premium

I

32

20

Level II

4

16

Leve1

X2

(1)

= 9.969

(p< .005)
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follows:
Ho=

P(pj. v

= P(pj) P<V

Hi:

p(Pjf Uk)

yt pfPj)

p(Uk)

The null hypothesis states that the level of understanding the use
of the product is independent of a child's viewing different commercial
content presentations.

The research hypothesis reflects the assumption

that there is an association between the two attributes.
The results of the analysis indicates a strong association between
the two variables.

The data in table 10 shows that children who viewed

the product oriented commercial were classified in the "understanding"
category

(level I)

more than those who viewed the premium oriented

commercial.
Hypothesis 6.

Table 11 categorizes children's responses to the

direct question - There is a special name for this kind of movie.
know what it is called?

Do you

This question concerns itself with the child's

ability to understand what a television commercial is.

The question

probed the degree to which they were able to differentiate commercials
from a "cartoon" movie.
"Awareness",
ment.

Categories reflect two levels of responses -

and "Other Responses" - at three stages of cognitive develop¬

The "Awareness" level reflects responses such as "commercial" and

"advertising".
"cartoon",

And the

"Other Response" level reflects responses such as

"Pink Panther movie",

of "I don't know",

"short movie",

"comedy", and responses

and no answer.

The null and research hypothesis can be formulated as follows:
a)

For the stage of cognitive development
H0:

p(Sj, Ck)

= p CS j}

HV

p(Sj, Ck)

?

p(Cj^)

P (S j) p(Ck)

Table 11

AWARENESS OF "COMMERCIAL" BY
STAGE OF COGNITIVE DEVELOPMENT

Stage of Cognitive Development
Level of Awareness
1st Grade
Stage II
Awareness
Other Responses

X

2

(2)

= 27.45

(p<.005)

3rd Grade
Stage III

6th Grade
Stage IV

2

10

20

22

14

4
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The null hypothesis reflects the idea that the knowledge of the name
of the short movie viewed by the children is independent of the stage of
cognitive development.

The research hypothesis, on the other hand, re¬

flects Piaget's concept that children at different stages of development
will understand different elements of a given situation with detail re¬
flective of their level of development.

In this case, the name of the

type of movie should be reflected in the responses of the children at
different stages of development.
The analysis indicates that an association exists between the two
variables and that the probability of these results occurring by chance
is less than .005.
search hypothesis,

These results tend to indicate support for the re¬
if not actual confirmation.

The data in table 11 shows

that few children were classified in the "awareness" category at stage II
of development.

There was, though,

a distinct trend from "other responses

to "awareness" with increasing age.
Table 12 categorizes children's responses at the two levels of
awareness considering the differences of commercial content presentation.
For this situation, hypothesis 6 is formulated as follows:
Hq:

p(Pj, Ck)

= p(Pj)

p(Ck)

Hx:

p(Pj, Ck)

ft p(Pj)

p(Ck)

The null hypothesis states that the knowledge of the name of the
type of movie viewed is independent of commercial content presentation.
The research hypothesis states that an association exists between the two
attributes.
The analysis of the data reveals that an association does not exist.
The children's awareness of a "commercial" appears to be independent of

Table 12

AWARENESS OF "COMMERCIAL" BY
COMMERCIAL CONTENT PRESENTATION

2
-X

(1)

9

(p<.75)
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commercial content presentation.
Hypothesis 7.

Questions 4, 5, and 7 of the questionnaire were

concerned with the children's ability to understand why a commercial is
shown.
18.

The data in which to test hypothesis 7 is presented in tables 13 -

This area of interest was examined in three different ways.

First,

the investigators sought an indication that the children knew what a com¬
mercial was supposed to be for.
make commercials;

and third,

Second, an understanding of why people

an understanding of what one is supposed to

want after seeing the commercial was examined.

With each of these ques¬

tions the children were asked for explanations of their answers.
Table 13 categorizes the children's responses to the direct question What do you think
for?

(movies,

advertisements,

commercials)

are supposed to be

This question probed the children's understanding of the purpose of

the commercial.

The responses are categorized on two levels.

Level I - reflects responses concerning the entertainment
aspect of the commercial.
Such responses included "for
fun", "for children", "for cartoons".
Level I also in¬
cluded responses of "I don't know" or no answer.
This
level represents a clear misunderstanding of why a com¬
mercial is shown.
Level II - reflects responses about the selling aspects
of the commercial and the informational aspects of the
message.
Responses categorized into this level include
"to tell you about the product", "to make people buy
things (cereal)", "to sell the product", "so the company
can get more money".
The null and research hypotheses are formulated as follows:
H0;

p(Sj, Mk)

= p(Sj)

pt^)

H].:

p(Sj, Mk)

^ p(Sj) p(Mk)

The null hypothesis states that the level of understanding the
reason for showing such a commercial is independent of a child's stage of

Table 13

UNDERSTANDING OF COMMERCIAL PURPOSE BY
STAGES OF COGNITIVE DEVELOPMENT

Stage of Cognitive Development
Level of Understanding
1st Grade

3rd Grade

6th Grade

Stage II

Stage III

Stage IV

I

18

7

3

Level II

6

17

21

Level

X2

C2) = 21.155

(p<.005)
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cognitive development.

The alternative research hypothesis suggests that

there is an association between a child's level of understanding and his
stage of development.
The data conform to the hypothesized direction of the research
hypothesis.

Reference to table 13 shows that the probability of these

results occurring by chance is less than .005.

These results tend to

indicate distinct support that children at stage II of development have
a low understanding of purpose.

However, as cognitive development in¬

creases so does the level of understanding.
Table 14 categorizes the children's responses as to their level of
understanding why commercials are shown taking into consideration the
differences in commercial content presentation.
The following hypotheses are formulated concerning the above
situation.
Hq:

p(Pj/ Mk)

= p(Pj)

p(Mk)

Hx:

p(Pj, Mk)

^ p(Pj)

p(Mk)

The results of the analysis indicate that the two variables are
independent.

The children understand the purpose of the commercial re¬

gardless of the commercial content viewed.
The second area under investigation is concerned with a child's
understanding of why people make such movies

(commercials).

Table 15

categorizes the children's responses concerning their level of under¬
standing of why they think people make such movies.

The data is categor¬

ized on two levels:
Level I - represents a clear misunderstanding of why
people make such commercials.
Responses included "for
fun",

"to get new stuff",

"I don't know", and no answer.

Table 14

UNDERSTANDING OF COMMERCIAL PURPOSE BY
COMMERCIAL CONTENT PRESENTATION

Commercial Content Presentation
Level of Understanding
Product

Premium

I

16

12

Level II

20

24

Level

x2

(1)

935

(p<.75)

Table 15

UNDERSTANDING OF WHY A COMMERCIAL IS MADE
BY STAGES OF COGNITIVE DEVELOPMENT

Stage of Cognitive Development
Level of Understanding
1st Grade
Stage II

3rd Grade
Stage III

6th Grade
Stage IV

I

21

10

5

Level II

3

14

19

Level

X2

(2) = 22.333

(p<.005)
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Level II - represents an understanding that people
(company) want to sell the product, and that they
transmit information about the product.
Responses
categorized into this level include "to tell you
about the product (cereal)", "to sell the product
(cereal)", "to make people want to buy it", "kids
will have their parents buy it for them", "so the
company can earn (get) money".
The hypotheses are formulated as follows:
Hq:

p(Sj, Tk)

= p(Sj)

p(Tk)

HX:

p(Sj, Tk)

1 p(Sj)

p(Tk)

The null hypothesis states that a child's level of understanding of
why people make such movies is independent of their stage of cognitive
development.

The alternative hypothesis reflects Piaget's thought that

there is an association between the two attributes and that there would
be a difference in the level of understanding depending upon the stage of
cognitive development.
It is indicated by the strength of the chi-square value in this case
that there is a strong association between the two attributes.

Most

children at stage II were classified in level I whereas, many of the
children at the higher level of cognitive development showed a distinct
trend toward having an awareness and therefore were classified in level II.
Table 16 categorizes the responses of the children concerning their
understanding of why people make commercials.

The differences in com¬

mercial content presentation are taken into consideration.
In order to test the independence of the levels of understanding in
relation to the commercial content presentation, the following hypotheses
were formulated:
Ho;

p(pj. V

= p(pj)

p^V

H]_:

p(Pj, Tk)

f p(Pj) p(Tk)

Table 16

UNDERSTANDING OF WHY A COMMERCIAL IS MADE BY
COMMERCIAL CONTENT PRESENTATION

Commercial Content Presentation
Level of Understanding
Product

Level

Premium

I

20

16

Level II

16

20

Cl) = • 888

(p<. 75)
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The analysis of the data reveal that an association between the two
variables does not exist.

Children are able to understand why people

make such commercials regardless of the commercial content viewed.
The third area of concern was the child's ability to discern from
his viewing of the commercial what he thought he was supposed to want
after viewing such a commercial.
Table 17 categorizes children's responses to the direct question What do you think you are supposed to want after seeing this move?
come?

Why?

How

This question attempted to elicit responses which would

indicate the effectiveness of the commercials.

Responses also provided

data about the children's understanding of what the communicator wants
him to want.
The classification schema for this data was two levels of responses "cereal" and "other responses".

The cereal category included responses

such as "cereal",

and specifically,

Panther Flakes".

The "other responses" category included responses such

as "to have a good breakfast",
com",

"Pink Panther Cereal" and "Pink

"something to eat",

and "I don't know", and no answer.

"Pink Panther",

"pop

The second part of the table

includes the reasons for wanting the particular item cited in the first
section of the table.
levels - "Do not know",

The categories represented responses on three
"other responses", and "buying oriented".

In¬

cluded in the "other responses" category were statements such as "I like
the cereal",
eat it",

"because it is in the movie",

and "because it is good".

"because Pink Panther wants to

The "buying oriented" category re¬

flected responses about the company's selling aspects of showing the
commercial,

and the children's wanting to buy and try the cereal because

Table 17

UNDERSTANDING OF WHAT IS TO BE WANTED BY
STAGE OF COGNITIVE DEVELOPMENT

17 A

X2

(2) =

7.466

(p<.025)

B

X2

(4) = 13.182

(p<.025)
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it was new.

Responses

advertise it",
before",

included in this

"make you want it",

"want to try the

Hypotheses were

category were

"because they

"to try it because I never tried it

cereal".

formulated to test this

Hq:

p(Sj,

Fk)

= p(Sj)

p(Fk)

H]_:

p(Sj ,

Fk)

±

p(Fk)

p(Sj)

The null nypothesis states that the

response.

level of understanding of what

is supposed to be wanted after viewing such a commercial is independent
of the child's

stage of cognitive development.

hypothesis reflects Piaget's

The alternative research

concept that differences in the

level of

understanding due to a child's stage of development should exist.
The

analysis indicates

variables.

Once again,

that an association exists between the two

children at the early stage of development do not

have an understanding of what is supposed to be wanted whereas,
are

those who

functioning at the latter stages of development understand much more

clearly.

This

is

In addition,

in accordance with the research hypothesis.
data was gathered as to the possible reasons why a child

is supposed to want a particular item viewed in the

commercial.

It is

assumed that the rationale of wanting a particular item should follow the
degree of understanding.

Piaget stated that children at different stages

of cognitive development should reason as

logically as their capabilities

of the particular stage they are within.

Therefore,

the following hypo¬

theses were formulated:
Hq•

p(Sj, Wk)

H]_:

P (S j , Wk) jt pCSj) p(Wk)

The analysis

= p(Sj)

p(Wk)

indicates there is a significant association between
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the two attributes,
the

and that the complexity of reasoning tends to follow

level of development.
Finally,

the child's ability to discern from viewing the commercial

what he thought was

supposed to be wanted taking into consideration the

type of commercial content presentation was investigated.
Table 18 categorizes

the responses of children accordingly.

The

following are the hypotheses formulated to test for an association:

Ho:

P(pj'

Fk>

= P(pj>

P<Fk}

Hx:

p(Pj,

Fk)

f

p(Fk)

p(Pj)

The analysis indicates that an association exists between the two
attributes.

Table

18 shows

that children who viewed the product oriented

commercial respond that

"cereal" was the product to be wanted.

other hand,

children who viewed the premium oriented com¬

many of the

mercial responded in terms of the
that the

On the

cereal and car being a joint product or

car was the desired product.

As with the preceding hypotheses dealing with the
wanting a particular item, hypotheses were

rationale

formulated to test the

for
"why"

part in relation to the type of commercial content presentation.

The

Hq:

p(Pjf Wk)

= pCPj)

p(Wk)

Hx:

p(Pj, Wk)

*

p(Wk)

results

p(Pj)

of the analysis

between the two attributes.

The

indicate that an association exists
rationale given for wanting a particular

item is reflected in the type of content viewed.
oriented commercial, most children were
category.
the

car"

The

classified in the

responses elicited by these

reason for wanting the product.

For the premium
"other responses"

children reflected the
On the other hand,

"getting

those who

Table

18

UNDERSTANDING OF WHAT IS TO BE WANTED
BY COMMERCIAL CONTENT PRESENTATION

Commercial Content Presentation
Understanding of
what is

to

be wanted

A.

Product

Wanted
9

18

27

18

13

8

Other Responses

9

22

Buying Oriented

14

6

Other Responses
Cereal
B.

Premium

Reasons
Do not know

Table

18 A

X2

(1)

4.8

(p<.05)

(2)

9.842

(p<.01)

2
B

X
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viewed the product oriented commercial responded either "I do not know"
or showed the buying motive

for wanting the product.

Further Analysis

Additional data was
children's

responses

collected to investigate other aspects of

to commercials.

Further analysis was performed on

data collected in two areas:
1)

Chi-square analysis was performed on the aided recall data which

correspond to the
2)
ren's

first four hypotheses tested and,

Data relating to the stages of cognitive development and child¬

responses were further analyzed by investigating if there were any

differences in ability of recall between two consecutive stages of de¬
velopment.

That is,

between stages

data were analyzed between stages II and III,

III and IV.

for independence between the

A chi-square

and

analysis was performed to test

attributes under consideration.

The test

was performed only on the data in which the previous hypotheses in ques¬
tion were statistically significant,
The
data.

following discussion refers

or accepted as significant.
to the analysis of the aided recall

Children are exposed to certain information which could act as a

cue triggering a response to the material.

This

could lead to a recall

of additional information about the material because the cue had an
associative effect which enabled the child to recall more information.
Taking the case in point of the product under investigation in this study,
a child may view the Pink Panther show and see the Pink Panther in action.
This

cue may have an associative effect in which the

child could associate

the Pink Panther with the attributes of Pink Panther Flakes,

the cereal.
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In the same sense,

a child who views key elements of the commercial

message may associate this cue with additional information about the
product.
Since the hypotheses on page 27 make no reference of children's
responses to an aided recall situation,

it would be of interest to

examine such a situation to attempt to comprehend the effect it has on
the child.

It is of interest to explore what information children assimi¬

late under the new situation.

Do children respond differently when they

have some aid in front of them?

Do they assimilate more information at

all levels of cognitive development and regardless of commercial pre¬
sentation?

Do younger children respond as well as older children in the

aided recall situation?

These questions refer to the previous hypotheses

except that the situation has
one

in which the child is
The following tables

changed from one of unaided free recall to

aided with a certain amount of information.

reflect the responses of the children under the

aided recall situation for selected hypotheses which were under consider¬
ation previously in this chapter.

The categories which represented the

data in the previously unaided recall situation will remain the same

for

the new situation.
The previous null hypotheses tested in this

chapter reflected the

situation that there are no associations between the various attributes
under investigation.
the aided recall data.

This thought is
Therefore,

carried through in the testing of

the previously formed hypotheses

flect the same situation with the new aided recall data.

Thus,

re¬

the

results of the analysis of the new data will be discussed in this section
and the reader is

referred back to the formulation of the hypotheses
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under consideration but with the new data inserted.
The data with which to test hypothesis 1 for the aided recall
situation are presented in tables 19 and 20.

For the case of the child's

ability to recall specific elements from the commercial at particular
stages of development, the analysis indicates a strong association exists
between the two attributes.

The finding corresponds to the preceding

unaided recall situation.
As for the data reflecting the commercial content presentation and
ability of recall, the aided recall contingency table reveals that the
two attributes are independent of each other as was the case for the un¬
aided recall situation.
The amount of recall of marketing oriented elements was also of con¬
cern for the aided recall situation.

Therefore, the data with which to

test hypothesis 2 under this situation is presented in tables 21 and 22.
The data in table 21 represents the level of recall with respect to the
stage of cognitive development.
attributes are associated.

The analysis indicates that the two

The response to the aided recall situation

yielded a larger chi-square value than the unaided recall situation.
This indicates that there is a stronger association between the attributes
in question.

Table 21 reveals that more children were classified in the

higher levels of recall in this situation than the unaided recall situ¬
ation.
As for the commercial content presentation and the amount of
elements recalled, the analysis indicated that an association exists be¬
tween the two attributes.
recall situation.

The results approximate those of the unaided

Table 19

AIDED RECALL OF SPECIFIC ELEMENTS OF COMMERCIAL BY
STAGE OF COGNITIVE DEVELOPMENT

Stage of Cognitive Development
Recall of Elements

A.

1st Grade
Stage II

3rd Grade
Stage III

6th Grade
Stage IV

7

11

17

16

13

7

10

6

0

9

15

18

Recall of Product
Name of Cereal
Cereal

B.

Recall of Character
Animal

(Cat Family)

Pink Panther

Table
19

A

X2

(2)

=

7.678

(p<.025)

B

X2

(2)

= 13.839

(p<.005)
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Table 20

AIDED RECALL OF SPECIFIC ELEMENTS OF COMMERCIAL
BY COMMERCIAL CONTENT PRESENTATION

Commercial Content Presentation
Recall of Elements
Product

A.

B.

Premium

Recall of Product
Name of Cereal

18

17

Cereal

17

19

10

6

25

20

Recall of Character
Animal

(Cat Family)

Pink Panther

Table
20 A

X2

(1)

=

.1255

B

X2

(1)

= 2.315

(p<.75)
(p<.25)

Table

21

AIDED RECALL OF AMOUNT OF ELEMENTS BY
STAGE OF COGNITIVE DEVELOPMENT

Stage of Cognitive Development
Amount
of Elements
Recalled

1st Grade

3rd Grade

6th Grade

Stage

Stage III

Stage IV

II

Level

I

7

1

0

Level

II

14

12

3

Level III

3

11

21

X2

(4)

31.796

(p<.005)

Table 22

AIDED RECALL OF AMOUNT OF ELEMENTS BY
COMMERCIAL CONTENT PRESENTATION

Commercial Content Presentation
Amount
of Elements
Recalled

Product

Premium

Le ve 1

I

7

0

Level

II

12

21

Level III

17

15

2
X

(2)

= 9.579

(p<.01)
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It would also be of interest to examine the action sequence of the
commercial message under the aided recall situation.

The data with which

to test hypothesis 3 is categorized in table 23; and the data with which
to test hypothesis 4 is presented in table 24.
For hypothesis 3, the analysis indicated that a conclusion as to
rejecting the null hypothesis is suspect.

There is an indication that

the recall of the sequence of action is independent of the child's stage
of cognitive development.

In the unaided recall situation these two

attributes yielded a chi-square value which indicated that they were
associated in some manner.

The independence of the two attributes under

the aided recall situation seems to be an unusual circumstance; therefore,
an explanation is offered in the "Discussion and Conclusions" chapter.
As for hypothesis 4 which investigated the relationship of commercial
content presentation and recall of the action sequence, the aided recall
situation elicited responses as in the unaided recall situation.

The re¬

sults of the analysis indicates that the two attributes are associated.
Table 24 reveals that the association is in the same direction as the
previously tested unaided recall situation.
Chi-square analysis was performed on data relating to the comparison
of stages of cognitive development and children's responses which reflect
the previous appropriate hypotheses.
stages II and III,

That is, data was analyzed between

and between stages III and IV to explore when differ¬

ences in responses began to show up.

The various tables which were

previously cast to summarize the data were reformulated to reflect the
analysis between stages of development.

Appendix D shows the reformulated

tables for each of the hypotheses appropriate for such analysis.

Table 23

AIDED RECALL OF ACTION SEQUENCE OF COMMERCIAL
BY STAGE OF COGNITIVE DEVELOPMENT

Stage of Cognitive Development
Level of Sequence
1st Grade
Stage II

3rd Grade
Stage III

6th Grade
Stage IV

Level

I

7

10

3

Level

II

14

8

15

Level III

3

6

6

X2

(4)

= 7.224

(p<.25)

Table 24

AIDED RECALL OF ACTION SEQUENCE OF COMMERCIAL
BY PRESENTATION OF COMMERCIAL CONTENT

Commercial Content Presentation
Level of Sequence
Product

Premium

Level

I

2

18

Level

II

19

18

Level III

15

0

X2

(2)

= 27.827

(p<.005)
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For hypothesis 1, the unaided recall situation, the recall of
product situation on one degree of freedom yielded a X
•

comparison between stages II and II, and a X
between stages III and IV.
square analysis yielded X
X

2

2

2

2

=3.664 for the

= 1.868 for the comparison

For the recall of character situation,

a chi-

= 1.058 between stages II and III, and a

= 6.378 for the comparison between stages III and IV.

A chi-square

value of 3.841 at the 5 percent level of significance is needed in order
that there be an association between the attributes.

At this level of

significance a tendency toward association begins to show between stages
II and III for the recall of product situation.
character situation,

an association exists between stages III and IV.

For the aided recall situation,
freedom yielded a X

2

And for the recall of

recall of product on one degree of

= 1.1671 for the comparison of stages II and III,

and a X^ = 3.085 for the comparison of stages III and IV.

This indicates

that a weak association exists between the attributes and stages III and
IV at a 5 percent level of significance.
situation on one degree of freedom,
X

2

For the recall of the character

a chi-square analysis yielded

= 2.405 for the comparison between stages II and III,

for the comparison between stages III and IV.

and a X

2

=6.037

This indicates that an

association exists between the attributes at stages III and IV at a
5 percent level of significance.
For hypothesis 2, on three degrees of freedom, a chi-square analysis
yields for the unaided recall situation a X
of stages II and III,
and IV.

2

= 4.885 for the comparison

and a X^ = 6.218 for the comparison of stages III

In this situation the chi-square values did not reach the

5 percent critical level of significance in which the tests would have
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been statistically significant.

Therefore, using this level of signi¬

ficance one can conclude that no association exists between the attributes
tested at the various levels of development,

although a tendency toward

association is manifest between stages III and IV at a level of signifi¬
cance close to .10.
For the aided recall situation with three degrees of freedom, a
comparison between stages II and III yielded X

.

panson between stages III and IV yielded X

2

= 10.471, and for a com-

= 11.125.

Both situations

are significant at the 5 percent level of significance which indicates
that at all levels of development there is an association between the
attributes.
For hypothesis 3, the aided recall situation is not tested.

This

situation was not statistically significant under the previously tested
situation;

therefore,

it was not tested for this situation.

the unaided recall situation,
of freedom X
X

2

=

2

However,

for

a chi-square analysis yielded on two degrees

= 8.086 for the comparison between stages II and III, and

.769 for the comparison between stages III and IV.

...

This indicates

that an association exists between the attributes and stages II and III
at a 5 percent level of significance whereas, the other comparison of
attributes are independent of each other.
For hypothesis 6 on one degree of freedom, the chi-square analysis
yields X

2

2

= 7.111 for the comparison of stages II and III, and a X = 8.888

for the comparison of stages III and IV.

Therefore, at a 5 percent level

of significance, the analysis indicates that at all stages of development
there is an association between the attributes in question.
Hypothesis 7 was tested previously under three different situations.
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Therefore, each of these situations will be tested in order to reflect
the consistency of the analysis procedure.

For the situation which

sought an understanding of what the movie was supposed to be for, the
chi-square analysis on one degree of freedom yielded X
comparison of stages II and III.
the analysis yielded X

2

= 2.021.

2

= 10.100 for the

For a comparison of stages III and IV,
This indicates that at a 5 percent level

of significance, the comparison of stages II and III are associated where¬
as, the comparison between stages III and IV are not associated.
For the situation which sought an understanding of why people make
commercials,
X

9

a chi-square analysis on one degree of freedom yielded

= 11.020 for the comparison of stages II and III, and a X

for the comparison of stages III and IV.

2

= 2.424

At a 5 percent level of signi¬

ficance, the analysis indicates that the comparison of stages II and III
are associated whereas, the comparison of stages III and IV are
independent.
And finally, the situation in which an understanding was sought
about what the child was supposed to want after seeing the commercial was
tested by a chi-square analysis.

On one degree of freedom, a chi-square

analysis yielded X^ = 3.020 for the comparison between stages II and III
whereas,
yielded X

for the comparison between stages III and IV the analysis
= .9494.

At the 5 percent level of significance, both of the

comparisons for independence cannot be rejected, although for the com¬
parison between stages II and III a tendency toward association does
exist.

Summary

Chapter IV discusses the results and details the steps involved in
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the analysis of the data.

The first section details the general

classification procedures,

discusses the classification problems, and

presents the results obtained from the classification schema.
plexity of the classification scheme is discussed in detail

The com¬
with the

resolution of the encountered problems.
The second section notes the rationale for using a chi-square
analysis for the analysis of the data.

The section also describes the

procedures for developing the appropriate notation for the testing of the
hypotheses.

The raw data are cast into contingency tables to present the

data to be tested according to the previously stated hypotheses.

Also

included in this section was the testing of the hypotheses using the
chi-square analysis.
The final section of the chapter categorizes additional data
collected.

Further analysis was then conducted which reflected children's

responses in an aided recall situation;

and a comparison of the stages of

cognitive development was made comparing stages II and III,

and III and

IV with the various response patterns.
Principle results of the investigation indicate, in general, that
there is an association between children's abilities to recall and under¬
stand aspects of commercials and their stages of cognitive development.
On the other hand, the results suggest that,

mi general, there are mixed

results as to association between children's ability to recall and under¬
stand various aspects of the commercial message and the form of commercial
content presentation.
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CHAPTER

V

DISCUSSION AND CONCLUSIONS

Discussion

The following discussion is intended to place the results of the
study in perspective with the
context of Piaget's work.

conceptual scheme developed and within the

Focus will be placed on the results which are

directly related to the hypotheses presented in Chapter II.
As presented in Chapter IV,
the

level of a child's

there are strong associations between

cognitive development and his ability to recall

and interpret specific items,

to recall items in a sequence,

understand the purpose of a commercial.
ports,

to varying degrees,

the

and to

The experimental evidence sup¬

conceptual scheme that such associations

should exist.
Ability to Recall Specific Elements of Commercial.

Piaget's theory

lends itself to the generalization that younger children think in simple
terms,

that they have trouble

remembering details efficiently.

The child

has only concrete concepts which are determined by his immediate percep¬
tions.

Therefore,

it was hypothesized that the

child at earlier stages

of development acts upon simple specific messages,
concrete items

from the message.

observed that the

child thinks

faceted aspects of objects.
stages

thereby recalling only

At latter stages of development, Piaget

in an integrated way,

Therefore,

and classifies multi¬

it was reasoned children at these

should be able to recall more detail about the commercial elements

and they should be
The analysis

able to recall more elements

from the commercial.

revealed that Piaget's concepts on the recall of
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information seem to hold under conditions of viewing a television
commercial.
elements.

For,

indeed, younger children did recall only concrete

They recalled the fact that the product was a cereal whereas,

the older children recalled the specific name of the cereal.

Also,

in

the same context, the younger children did not recall the name of the
cartoon character who is associated with the brand.

The older children

had complete recall of the cartoon character -■ Pink Panther.

Further

analysis revealed that a child's ability to recall more detailed inform¬
ation begins to develop between stages II and III.

These findings indi¬

cate that children develop a capacity to recall detailed elements from a
message and that such an ability develops around the age of 8 or 9.
These findings also hold for the aided recall situation,

for an analysis

did not reveal major differences between the two situations.

It is gen¬

erally assumed that an aided recall situation would produce a more de¬
tailed response.

However,

in this situation younger children do not

have the capacity to recall elements that are classified in a multi¬
faceted way.

They view the Pink Panther as an animal and not as a dis¬

tinctive form of a species, or they mis-classify him into another
category.
As to the investigation of a relationship between commercial
presentation and recall of specific elements, the experimental results
for both the unaided and the aided recall situation revealed that child¬
ren were capable of recalling the specific elements regardless of the
content presented.

Piaget's work does not mention the cognitive ability

of a child in relation to forms of content presentation, but from the
standpoint of a marketer this question is important.

The marketer is
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interested in whether different forms of content presentation are more
effective in reaching its audience.

The study indicates that the type

of content presentation does not significantly affect the ability to re¬
call specific elements.
Amount of Elements Recalled.

The analysis of the data disclosed

that as a child advances to later stages of cognitive development he be¬
comes capable of recalling more elements from the message.

Further

analysis indicated that children begin to recall more elements at the
fourth stage of development.

This finding suggests that messages directed

to younger children should be simple,

clear, uncluttered, and contain only

a few key elements if the communicator wishes the children to remember
certain amounts of information.
For the aided recall situation, strong evidence exists that children
at all stages of development were capable of recalling more elements than
in the unaided situation.

Children at stages II and III were capable of

recalling almost the same amount of elements as those in stage IV.

This

is a definite increase in the amount of recall by children in the earlier
stages of development.

It is reasonable to suspect that an aided recall

situation is beneficial in helping children remember many elements of a
message.

The cereal box itself on a supermarket shelf may serve as a cue

for the remembrance of specific marketing elements of the message.

Such

an interpretation of the results seems valid,

for the aided recall situa¬

tion used a photograph of the box of cereal.

However, the study investi¬

gated only the immediate reaction to such a situation, additional research
is needed to investigate other situations such as the introduction of a
time delay between viewing time of the commercial and exposure to the
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actual box of cereal.

The rationale for such an investigation lies in

the fact that children do not run out and purchase or are exposed to the
product immediately after viewing the message.

But the research does

indicate that the aided recall situation does influence a child's re¬
sponse pattern in this situation.
The analysis revealed that children were capable of recalling more
elements from the premium^oriented commercial than from the productoriented commercial.

The children readily recalled more elements about

the toy car and the box of cereal the car comes in.

On the other hand,

product-oriented commercial viewers did not recall many of the attributes
of the cereal such as the vitamins or the sweetness.

These elements make

up the differences in the amount of elements recalled.

Thus,

in general,

children recall more elements from a message if they are relevant to them,
and the premium elements seem more relevant to them rather than abstract
concepts such as vitamins.

As another possible interpretation, these

results exist because the premium-oriented commercial presented the
premium aspects visually whereas attributes in the product-oriented mes¬
sage were presented auditorily.
affected the responses.

However,

This difference in presentation may have
further research is needed to verify

this point before a conclusion can be made.

An analysis of the aided

recall situation revealed the same results, with a similar interpretation.
Recall of Action Sequence of Commercial.

The experimental results

also provided evidence that an association between a child's stage of
cognitive development and ability to recall items in sequence does exist.
According to Piaget's conceptual scheme,

children at the earlier stages

of development will remember a single picture or image.

At the later
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stages the recall develops into one of multi-dimensional - vague recall
then sequential,

coherent, detailed recall.

The results of the analysis

indicate that children at the earlier stages of development are capable
of recalling only simple, single picture or image, whereas children at
later stages of development are capable of recalling multi-dimensional,
detailed and sequential scenes:.

Further analysis revealed that differ¬

ences in the level of ability of this form of recall begins between stages
II and III.

This indicates that the youngest children are the ones who

have the greatest difficulty in recalling the sequence of action.

By the

time the child reaches stage III, however, he is capable of recalling
almost as well as the older children.

One interpretation of these re¬

sults is that commercial messages to the very young should be simple, that
is, the story-line or collage effect should not be complex and/or long if
the child is to remember the sequencing of the message.
For the aided recall situation, the results of the analysis indicated
that there was not a strong association between the independent variables.
This seems to be in contradiction to the logical benefits of an aided re¬
call situation.

It is assumed that the aided recall situation would

stimulate a more detailed response on the part of the subject.

But in

actuality, the children's responses were very brief and most of the
children fell into a lower classification for sequencing.

It is possible

that this occurred because the children had previously answered this
sequencing question in the unaided recall section, and therefore, they
might have felt awkward or that it was not necessary to repeat the same
response over again.

Secondly,

it was the interviewers'

observations and

consensus that the children seemed bored at the repetition of this
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questioning and this could have limited their responding.

This result

provided little basis for which to conclude that the aided recall situa¬
tion helps a child recall the sequencing of a message.

Further research

in this particular area is needed before further conclusions can be drawn.
The experimental results revealed very strong evidence that an
association between commercial content presentation and the recall of the
action sequence exists.

Children who viewed the product-oriented com¬

mercial showed a very strong tendency to recall the sequence as to be
classified at level III, the highest classification.

On the other hand,

those who viewed the premium-oriented commercial fell either into level I
or level II of the classification scheme.

An interpretation of this cir¬

cumstance is that the product-oriented commercial followed a conventional
story-line whereas the premium-oriented commercial used a form of collage
in which there were constant flashes of events and scenes and no basic
story-line.

A collage form of presentation could hinder a child's re¬

ceptiveness to the message,

for it is more difficult to follow because of

the constant flashes of scenes.
The aided recall situation yielded almost the same results as the
previous situation.

Again, one would expect that an aided recall situa¬

tion would improve the response pattern.

But once again, the possibility

exists that the children did not want to answer the interviewer for the
same reasons previously discussed under the aided recall section of the
action sequencing part and cognitive development.

Another possibility

lies in the fact that the children found the task too difficult because of
the complexity of the premium-oriented collage presentation and the aided
recall material just did not help.
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Understanding the Use of the Product.

The second set of response

measures concerned themselves with a child's understanding various
elements of the message and an understanding of the use of the product.
It was expected that when one spoke about the meaning of the message and
its elements,

a difference as to exactly what was derived should present

itself at different stages: of cognitive development.
formulated to investigate the
sage were based on Piaget's
II the

This

would not be

framework.

Piaget postulates that at stage

section of his work was interpreted to mean that a child

able to understand the relevance of the product or its use,

or the purpose of the

is

child's understanding of a commercial mes¬

child judges: things on face value and is not reflective in his

thoughts.

ment,

The hypotheses

commercial message.

In the

later stages of develop¬

Piaget postulated that a child develops a process of reasoning which

logical,

and he is

hypotheses.

This was

capable of making inferences and evaluating
interpreted in the context that at the

later stages

a child should begin to develop an understanding of the various elements
and aspects of the commercial message.
inferences

The child should be able

about the message and its purpose.

to make

The analysis discloses that

children at all stages of cognitive development understand the use of
cereal.

It is reasonable to interpret this

finding as a true situation,

for dry breakfast cereal is a relevant product to children;

therefore,

they should be able to understand the use of such a product regardless of
stage of development.

Piaget's

development arising out of his
this

framework emphasizes the child's

interaction with his environment and in

case a child probably learns about cereal very early in his
However,

cognitive

life.

the analysis revealed that children who viewed the product
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oriented commercial had an understanding of the use of the product
whereas,

those who had viewed the premium-oriented commercial responded

differently as to their understanding of the product's use.
assumed that the objective of the message,
sentation,

It is

regardless of content pre¬

is to inform the viewer about the product and one of the bits

of information which should be received by the viewer is the use of the
product.

The viewers of the premium-oriented commercial responded as if

the toy car were the product and the responses elicited were with regard
to the use of the toy car.

It is

reasonable to suspect that these child¬

ren did understand the use of the

cereal,

for many of the

responses

briefly indicated that one eats the cereal, but the premium seemed more
relevant to them and they continued to discuss the playing with the toy
car.

Even though they responded to the use of the cereal,

of the

response was on the using of the car which signified that the

product was

indeed the

car itself.

Awareness of "Commercial".
purpose of the
there is
the

the emphasis

commercials,

As

for the

child's understanding the

the results of the analysis indicates

that

an association between the stages of cognitive development and

child's

responses.

commercial" was
as a commercial.

The

child's understanding of "What is a television

reflected in his
The analysis

response of naming the short movie viewed

indicated that at all levels of development

there was a difference in the ability of understanding.

The hypothesis

offered for testing reflected Piaget's thinking about a child's under¬
standing events at various

levels of development.

children did not understand the

Many of the young

concept of a commercial or advertisement.

Nor did they know what the word "commercial" meant.

These

children

Ill

responded in a manner which indicated that they thought they had viewed
a short cartoon for fun.

But the more mature children had a firm aware¬

ness of the concept of the commercial.
they viewed was indeed a commercial.

They responded that the movie
This result indicated that at each

level of development there was: an increase in the degree of awareness of
the

commercial.

This sheds

light on the

fact that young children do not

comprehend the difference between a cartoon and an animated commercial.
Understanding of Commercial Purpose.

Concern

as to the

ability to understand various aspects of the purpose of the
included 1)

why people make them,

and 2)

The results of the

analysis revealed that there was an association between the

analysis

commercial

what the child thought he was

supposed to want after the viewing of the message.

understanding and the

children's

levels of

child's stage of cognitive development.

Further

indicated that in all the cases a difference in the child's

level of understanding showed between stages II

and III.

The younger

children indicated either they did not know what the purpose of the
mercial was,
ren.

This

or they indicated that commercials were for fun,

for child¬

response pattern reveals that the young children viewed the

purpose of the

commercial as a form of entertainment.

the older children indicated that the
the product,
responses

com¬

to make you buy the

On the other hand,

commercial was to tell you about

cereal,

or to sell the

cereal.

These

clearly indicate a buying motive on the children's part,

and

the perception of the selling motive.
For the question of why people make commercials,
responded accordingly;

the children again

thefr understanding tends to be similar to develop¬

mental trends of those Piaget had identified.

The youngest viewers
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responded in a way which indicated that the commercials were made for
entertainment purposes.
in the

And again,

the more mature

children responded

framework of the buying/selling motive indicating a keen aware¬

ness of why people make such messages.
The third area of concern dealt with the child's ability to discern
what he was supposed to want after viewing the

commercial.

The analysis

revealed that the youngest children either did not know or gave another
response such as Pink Panther,
the

the toy car,

or a snack.

The children at

later stages of development indicated that the message tried to com¬

municate that they should want the

cereal.

When probed as to the reason

why they were supposed to want the product the major reasons elicited
were

"so I

can try the new cereal",

the Pink Panther likes it",
specifically,

"because they advertise it",

and for the premium-oriented commercial

children said that the

commercial made them want the

for it was the only way to get the in-box premium.
motives

for wanting the

ren do not agree

"because

Therefore,

cereal

the various

cereal differed considerably indicating that child¬

as to why they choose a particular cereal.

In all the above

cases

relating to the

factors of understanding

various aspects of the commercial,

the stages of cognitive development

play an influential role as to the

child's ability to understand.

at the early stage of development,

the possibility that a child under¬

And

stands the purpose of the message is very remote.
As

for the investigation of a relationship between commercial

content presentation and the child's understanding the purpose of the
commercial,

the

results of the analysis revealed that there was no

association between commercial content presentation and 1)

purpose of the
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commercial,

and 2)

why the commercial was made.

However,

child's understanding of what he was supposed to want,

as

for the

the children who

viewed the product-oriented commercial understood the cereal was the
product sought whereas,
were

confused.

those who viewed the premium-oriented situation

They were confused between the car and the

cereal.

They

had no clear understanding of exactly what the message wanted them to
want.

Those that viewed the product-oriented commercial understood the

buying/selling motive of the situation whereas,

the premium-oriented

viewer indicated that they wanted the cereal so they could get the toy
car and play with it.
The

conceptual scheme and the supportive experimental evidence

indicate that the responses to television commercials by children are
influenced,

in a general way, by the

velopment.

Also,

in the child's

the results

reveal,

the

commercial.

level of cognitive de¬

in general,

that the differences

ability to recall and understand various aspects of the

commercial develop between stages
ren around the

children's

II

and III.

This indicates that child¬

age of eight begin to comprehend many of the aspects of
And at times,

the

commercial content presentation does

have an influencing effect on a child's

response pattern, but not to the

degree that stage of development does.
The

conceptual scheme and the results obtained suggest a broader

context with which one may discuss the outcome of this study.
course of the Federal Trade Commission hearings,

Within the

the idea was brought out

that television commercials addressed themselves to a heterogeneous
audience of children ranging in age
This study,

from approximately 2—12 years.

though exploratory in nature,

can be viewed as an attempt to
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enlighten parents, members of the business community,

and academia,

somewhat to what children at different stages of development get out of
the commercials they see — what they remember and how they interpret what
they remember.
Generalizations beyond the specific results, under the specific
experimental conditions, of this study are not proper.
was exploratory in nature,

Since the study

the conclusions drawn should be taken as

tentative until additional research is conducted in this area.

Conclusions

Limitations.

The purpose of this research was to explore television

advertising viewing as it affects the "consumer learning process" of a
child.

It was an exploratory investigation of children's responses to

commercial content of television advertising in relation to their stage
of cognitive development.

This does not constitute a direct investiga¬

tion of the entire learning process which encompasses more than just a
child's response reaction of recall and understanding of specific
elements of the commercial.

Nor does this represent the entire spectrum

of commercial presentations to which children are exposed.

Thus, one

should be aware of this limitation in the scope of the study.
As discussed earlier, subjects were not randomly sampled.

Rather,

they were selected by their teachers to participate in the study.
Although there is no a^ priori reason to suspect so, this procedure could
have introduced a nonrandom bias into the experimental situation.

This

nonrandom sample may or may not have been representative, but one can
say it was representative for it had not been randomly drawn.
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One must be cautious in generalizing findings of this research.

A

controlled experiment using children of a particular demographic back¬
ground as subjects may be susceptible to criticism on the basis of
external validity considerations:.

The response relationships found

among the subjects under investigation may not be able to be generalized
to all school children,

for their demographic background may not be

typical.
The use of only one level of commercial presentation also limits
generalizations which can be made from the study,

for there are typically

many other elements of commercial presentation which could affect re¬
sponses.

But due to the exploratory nature of this study, and the dif¬

ficulty of obtaining multiple levels of commercial presentation, a simple
research design was used.
The experiment involved subjects being exposed to a new dry breakfast
cereal - Pink Panther Flakes.

It is possible that the exposure to such a

product introduced conditions in the experimental situation which would
not be duplicated by the exposure to other brands or products.

Further

research is necessary to determine whether similar results would be ob¬
tained by employing other brands or products in the same situation.
One of the problems in drawing inferences from an experimental
situation on the effects of television advertising on children is the
dissimilarity between the experimental setting and the naturalistic ex¬
posure to the commercials.

In addition,

there are many variables, often

not considered in the experimental situation,

that affect the responses

of children to the commercials such as programming, time of day for
viewing,

and viewing with others.

These contextual cues were absent from
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the experimental condition.
Besides the selection of specific independent variables, a decision
as to the levels of cognitive development to be investigated was employed.
Thus the study is limited to the conditions imposed by that decision.
Another limitation of the study involves the experimental situation
itself and measures in which random noise will be kept to a minimum.
There was a great chance of extraneous variables affecting the subjects.
One problem that could have arisen was the fact that contact among the
children who were exposed to the experimental condition with those who
were to be exposed might have taken place.

This might have led to the

latter group of children responding differently because of the informa¬
tion disseminated to them from those previously exposed.

The experimenter

did not allow communication among the subjects in the interview situation
and cautioned the subjects not to discuss their experience with future
subjects.

The extent to which discussion did occur outside of the

experimental situation is unknown.
Limitations or potential limitations of the measuring device were
associated with problems of communicating with the children.

Children

have trouble extracting the essence from a verbal statement.

Some of the

questions had to be rephrased to help the children understand the ques¬
tion.

In this sense,

a child may not have understood some of the ques¬

tions even after rephrasing and a response to the question may have been
made even though there may have been no understanding.

Also, the measur¬

ing device may not have elicited as many responses as it should have.
Even though they know what they want to say,
time conjuring up the right words.

children often have a hard

The active vocabulary of many
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youngsters is relatively small.

One explanation is that a child's level

of external language is limited and he may have a greater internal language
but cannot express himself.
Commercial presentation is defined as the visual and/or auditory
elements of the message.

These include the use of animation,

color,

singing slogans, the overall format of the message, and selective phrases.
The objective was to secure animated commercials in which commercial pre¬
sentation would be comparable so that this factor would not interfere with
the independent variables under study.
situation could not be obtained.

As previously discussed, the ideal

The commercials employed did, however,

present the same product with, a variation in the independent variable com¬
mercial content.

But the degree to which, this factor affected the results

is unknown.
None of the above factors is enough to invalidate the results of the
study since conditions in the study were deliberately established to allow
the maximum likelihood of the effects to show under particular conditions.
Given the above limitations, the study did seek to explore only a portion
of the monolithic problem at hand.
Significance.

The present research effort investigated specific

elements of a television commercial presentation as perceived and inter¬
preted by children at different stages of cognitive growth.

Research

into this area should be of value in several respects.
As stated earlier, there is a great vacuum in our knowledge concern¬
ing the effects of television advertising on children.
sense,

research in this area is sparse.

In the scientific

This study attempted to fill the

information gap that exists, and hopefully results obtained added to the
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state of knowledge.

Therefore, this study is of great significance both

in its own right for the gain in knowledge and as inputs for the practi¬
tioner and the public policy maker.
There has been a lack, of basic research on the process by which
children learn about the meaning of the messages and the various uses of
a product, and the criteria they use for choosing one product or brand
over another.

Insights gained from this study should assist students of

consumer behavior to better understand how a child assimilates information
from a television commercial.
general,

The present research indicates that, in

children's responses to commercial content are a function of

their stage of cognitive development,

and to a lesser degree to the form

of commercial content presentation.
This study fits within the context of Scott Ward's work.

It

elaborated on many of the "conceptual categories" Ward set up, and re¬
lated them to specific commercial content.

It compliments his findings

which suggest developmental trends in the ways children perceive and
react to television advertisements.
Research into this area also benefits the marketing practitioner.
Knowledge as to the elements of a commercial which influence the child,
or to which a child is receptive at different stages of his development
may be useful for the development of advertising strategy.

For example,

it is difficult to plan an advertising campaign for a child's product
without knowing how a child would respond to a particular campaign or any
of its elements.

Trends noted in this research give the marketer addition¬

al insight as to the types of elements a child can assimilate and to the
child's understanding of the purpose of the message.

It was noted,

for
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example,

that children at the earlier stages of cognitive development

recall concrete elements such, as cereal and animal from the message where
as,

older children are capable of recalling detailed items such as the

name of the

cereal and the name of the cartoon character.

Furthermore,

the research indicated that young children could not recall the action
sequence of the message.
indication that his
cluttered if he is

Information such, as this gives the marketer an

commercial messages: must be simple,
to reach very young children.

clear,

Therefore,

would like to know the origins and the dynamics of a child's
particular commercial presentations

and commercial contents

develop an effective message.

The

the gap of information in this

area.

and un¬

a marketer
response to
in order to

results of this study begin to fill

Recent research including the present study may also be of relevance
to the development of public policies
tising.

toward children's

television adver¬

As discussed earlier, most of the testimony at the Federal Trade

Commission hearings was

conjecture on the part of the participants,

supported by scientific research.

Therefore,

not

some basic questions con¬

cerning the effects of television advertising demanded investigation be¬
fore any action program on the part of the public policy makers
responsibly undertaken.
maker new insights.

Evidence

For example,

could be

from this study may give the policy
evidence of the

research indicates that

children at stage II of cognitive development generally do not assimilate
much information nor do they understand the purpose of the commercial mes
sages whereas,
stand various

older children have the ability to assimilate and under¬
forms of information.

If this be the case,

social critics

should not support a blanket indictment condemning the television
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advertising children view.
general do not assimilate
mercials.

Their contention has been that children
and understand various aspects of the

in

com¬

The evidence from this study supports a finding that children

begin to assimilate and understand aspects of commercials at a particular
stage of development.
years of age.

This occurs

Therefore,

one

at approximately stage III - 8 or 9

can conclude that commercial viewing is age

sequenced in that children at different ages assimilate different inform¬
ation

from the same commercials.

for different age groups
reflect the children's

This could lead to different commercials

in which the amount and level of information will

capabilities.

Dealing with the specific commercials used for this study,
children at stage

II who viewed the premium-oriented commercial showed

confusion concerning whether the product was
the

cereal.

the

the

racing car or,

indeed,

Many of the children viewed the premium as the product.

This borders on misperception on the part of the children.

When this

tendency to misperceive is exploited by the originators of commercials,
it can be considered deception.

But is the advertiser's purpose to shift

the emphasis heavily toward the premium?
a child's

Considering what is known about

cognitive capabilities at various ages,

is this delusive?

Whether premium-oriented commercials should be made with a heavy emphasis
on the premium is

something for the public policy makers to decide.

It is reasonable to propose that public policies toward children's
television advertising practices be made with cognizance of the research
evidence regarding the child's use of commercial information disseminated.
Suggestions

for Future Research.

A number of areas

research are suggested by the present study.

for future

Among the research priorities
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are efforts devoted to developing a more effective means of measurement
than used in the present study.
A measuring device is needed to determine the internal language a
child has but cannot express.

It was disclosed through this research

effort that a child could not communicate all that he wished.

A possible

new approach for measuring responses may be a form of "doing" task.
example, one meas-urement instrument may be a picture ranking task.

For
After

the subject has viewed the commercial, he is given a packet containing a
number of photographs of selected key frames of the commercial.

All the

subjects would be given the same photographs, and presented in the same
random order.

The subjects would be asked to put the photographs into

the order in which the scenes had appeared in the commercial.

This task

could be taken to be an indication of the subject's ability to recall
items in a sequence.

Other forms of a "doing" task may be derived to

delve into the child's internal language.
It would also be useful for future research to develop a better
measurement instrument for which other forms of data could be collected
besides nominally scaled data.

As discussed earlier, the statistical

analysis which can be performed on such data is extremely limited and not
sophisticated as to the power of the results.

Therefore, a higher level

of measurement for which numbers may be assigned observations in such a
way that the numbers are amenable to analysis by manipulation may reveal
new information about the situation being measured.
It would be useful for future research to include more variables for
investigation,
pattern.

for such, variables, have an effect on the child s response

The present study explored only two such variables — commercial
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content and stages of cognitive development.
animated versus people oriented presentations,
white,

Other variables such as
color versus black and

running times, of different lengths, peer versus adult announcers,

to name a few, must be investigated to determine the effect of many
elements and their interaction effects on responses.
Also needed is a further research, effort taking into consideration
other contextual cues: such. as. programming, time of day for viewing, view¬
ing experiences with others,
versus projector.

and the form of presentation - television

The experimental research situation limited many con¬

textual cues due to the exploratory nature of the study.

The degree of

artificiality of this situation must be alleviated if a true picture of
the effects of commercials on children is to be sought.
It would be useful for future research to employ a larger sample
size and one from other school districts in different areas of the
country.

A larger more representative sample would provide more confi¬

dence in projecting the results to the entire population.
A variety of research efforts is also needed to support and comple¬
ment the scope of this study.

Of great importance is the need to repli¬

cate the study which would refine the degree of confidence one may give
regarding the results.

In addition, to generalize the findings, other

products and commercials must be investigated.

The study sought to ex¬

plore the effects of only one type of commercial and for only one product.
Replication over various product categories and for various commercial
presentations would be useful.

Such investigations may reveal that dif¬

ferent responses are elicited for different products and/or commercials.
If this be the case, the findings of this study could not be generalized
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to other situations.
Another direction for extension of the replication would involve
testing a wider segment of children.

This study investigated children in

stages II through IV of Piaget's classification of cognitive development;
that is,

children from 6 years to 12 years old.

ren under 6 and over 12 years should be made,
ing audience and potential consumers.

Investigations of child¬

for they also are the view¬

In this way a general picture

could begin to develop over the entire spectrum of children of viewing
age.
In addition,

longitudinal studies- in which children are followed

through adolescences and into adulthood could be conducted.

This form

of research would determine whether there are long-run subtle effects from
exposure to television commercials which the present form of research
could not investigate.
One of the areas this research effort had focused on was the child's
understanding of the purpose of the commercials.

The results provided

evidence that children at the latter stages of development do have an
understanding of the purpose of the messages whereas, the younger child¬
ren do not.

But obviously,

additional investigation is needed in this

area to provide a fuller understanding of how the children learn about
the purpose of the commercial.
search are needed,

Thus future theory construction and re¬

for a comprehension of this area will lead to a fuller

understanding of the child's "learning process".
It is hoped that the present research effort will serve to stimulate
investigation into research areas in the direction of this study and other
interesting areas of television advertising and children.

Only with such
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research activity will knowledge be gained as to the pervasiveness of
television advertising on children.

Summary

Chapter V discusses; the experimental findings in terms, of the
conceptual scheme and in the context of Piaget's framework.

The results

provide supportive evidence that a child's ability to recall and under¬
stand various aspects of commercial viewing is related to the child's
stage of cognitive development.

Also,

a child's response pattern to a

lesser degree is influenced by the form of commercial content presentation.
Various possible explanations for these findings are discussed.
The chapter includes sections discussing the limitations of the
study and its significance to the various academic, business, and public
policy groups.

The chapter concludes with a number of suggestions for

future research which would improve and increase the research efforts in
this area.
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APPENDIX A
THE MEASUREMENT INSTRUMENT - THE QUESTIONNAIRE

This appendix contains the questionnaire used for the interviewing
of the children.
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NAME OF CHILD

AGE

GRADE LEVEL

SEX

1) Tell me what happens: in the movie yon just saw?

Anything else?

2) Have you ever seen any other movies like this one?

Where?

When?

(When on Saturday morning?)

3) There is a special name for this kind of movie.

Do you know what it

is called?

4) What do you think, (movies,
to be for?

advertisements,

commercials)

are supposed
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5) Why do you think people make them?

6) Did you like or not like the movie you just saw?
or not like about the movie?

What did you like

7) What do you think you are supposed to vrant after seeing this movie?
How come?
Why?

8) What do they want you to do with it?

9) If you were in a store and saw it, would you want to bring it home?
How come?
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AIDED RECALL SECTION

Child is shown two key photographs taken from frames of the commercial.
Additional questions will be asked.

SAY:

10)

"Now let's look at two pictures from the movie.

Tell me what happens in the movie you just saw?
Who is in the picture?

When did this happen?
What came before?
What came after?
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11) What do you think you are supposed to want after seeing this movie?
How come?

12) What do they want you to do with it?

13) See this red circle that says "Post".
is?

Does it mean anything to you?

14) Do you know what is in the box?

Do you know what that "Post"

Why is it there?
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APPENDIX B
PHOTOGRAPHS USED IN THE AIDED RECALL SECTION
OF QUESTIONNAIRE

This appendix contains the photographs used in the aided recall
section of the questionnaire.

The appendix also includes an explanation

of why these photographs were chosen.
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For the two versions of commercial content presentation, photographs
were chosen for their representativeness of the basic elements of content.
For the product oriented commercial.

Photograph 1 shows

setting with a box of Pink Panther Flakes on the table.
was

a breakfast

This photograph

chosen so the child would basically see the box of cereal which repre¬

sents experimentally a situation in which a child would see the
a shelf in a store.

PHOTOGRAPH 1

cereal on
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Photograph 2 was

chosen for it was perceived by the experimenter

to be the key scene of the action sequence of the product oriented com¬
mercial.

It shows all the key elements visually except for the auditory

elements of presenting the attributes of vitamins and sweetness.
key frame also represents

the

action sequence of the commercial/

child sees that the white character is angry.
into thinking about why the
character catches

character is

angry,

This
for the

This should lead the
and what happens

the Pink Panther eating the cereal.

Therefore,

after the
this

photograph should cue the child into what happens in the commercial.

PHOTOGRAPH 2

child

For the premium oriented commercial. Photograph 3 represents

the

experimental situation of a child viewing a box of cereal in a particular
store.

This photograph presents

the same situation as Photograph 1 ex¬

cept that it was taken from the premium oriented commercial.

PHOTOGRAPH 3

ONE IN EACH SPECIALLY NAMED SOX
AVAIUSU IN SELECTED STOIESOMY
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Photograph 4 represents
premium oriented commercial.

the key frame of the action sequence of the
The

rationale

for choosing this

frame was

that it contained the basic elements which should lead a child into a re¬
call of what transpired throughout the

commercial.

The child sees

a

partial picture of a boy pulling out the toy car from the box of cereal.
This should indicate to the child what comes, before this scene,
happens after the boy takes the car from the box.

PHOTOGRAPH 4

and what
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APPENDIX C
SEQUENCING OF SCENES

The

following is

of the commercials.

the sequence order of the scenes within each version
The sequence order and the amount of detail included

with each scene represents the theoretical ideal condition with which one
could expect a child to recall.

The

formulation of this sequencing order

and detail of the scenes was the experimenter's perception of how the
scenes

and detail appeared to him.

ceived this section was

However,

a pretest of how others per¬

conducted at a small liberal arts

college.

Students were asked to recall in detail the sequencing of the scenes of
the

commercials.

Their responses were taken into consideration as the

ordering and the detail of each scene recalled.
ing order was

Even though the sequenc¬

formulated as to how an adult saw the

commercials,

the per¬

ceptions of the college students gave a base in which to begin formulat¬
ing the sequencing of scenes.

Therefore,

this section must be taken in

the light of one's perceptions and misperceptions of a sequencing situ¬
ation,

especially when the base was established with adults,

The sequencing order,

not children.

and the amount of detail of each scene

product oriented and premium oriented commercials

for the

are given below.

Sequence of Product Oriented Commercial

1)
flakes,

toast,

Pink Panther looks in window and sees
milk,

and juice.

He

table with box of

looks and sees white character coming

with a bottle of milk.
2)

Pink Panther ducks under the window, white

character comes

in smiling and pours Pink Panther Flakes in bowl and then pours milk.
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3)

White character then turns and goes away,

Panther comes up again and sees
the window and eats
4)

pours more

character returns,

reaches in from

Pink Panther ducks again,

into the bowl seeing nothing and he becomes angry.

flakes into the bowl and walks
5)

cereal.

coast is clear and he

from the bowl.

The white

character looks

the

and the Pink

the
He

away again.

White character returns and sees Pink Panther eating the

Pink Panther has a funny look on his face

as if being caught

doing something he should not be doing.
6)

Character begins

table out of the way and looks
7)
of the white

Pink Panther runs
character.

for the Pink Panther.
and closes

White

He moves the

for the Pink Panther out the window.
from the window and into the building
character is still looking out the window

The Pink Panther comes up behind the character

the window on him.
8)

chasing the Pink Panther.

The

character tries

to free himself.

Pink Panther sits down and eats the cereal.

Voice

emphasizes vitamins.
9)

See a box of Pink Panther Flakes,

then a closeup of the

box.

Sequence of Premium Oriented Commercial

1)

White character pours milk into a bowl and leaves.

Panther comes to window and sees bowl of flakes.

Pink

He takes the bowl and

starts eating.
2)
Flakes,

See boy taking toy KPX racer out of the box of Pink Panther

and he is happy.

Voice emphasizes car is pink.

Boy then assembles
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it

(putting wheels in) ,

see only his hand.

through the wheel section of the
then

looks

car to start the wheel spinning.

at the car and puts it on the
3)

Three boys playing with the

4)

See Pink Panther

box of flakes,
5)

He

floor.
cars.

(closeup of him on the box)

and then a

then the cars zooming past.
Boy puts

racer on floor;

wheel section and then lets
6)

The boy pulls a strip

another boy pulls strip through

the car go.

See a series of flashes: (A)

see section of cereal box that says

"Free inside RPX racer" then picture of racer.
(B)

see

flash of section of the box that says

"Pink Panther Flakes".
In between the above sequences, you see the

cars

racing.
Then you see flashes of B,
7)
Panther Flakes
8)

See cars
and the

A,

B,

and then A again.

racing again,

then you see three boxes of Pink

cars hit the boxes and stop.

See closeup of car again and finally the box of cereal.
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APPENDIX D
TABLES COMPARING STAGES OF COGNITIVE DEVELOPMENT

This appendix contains the tables
of cognitive
II

and III,

responses.

development.

for the

The tables are

and to compare stages

comparison of the stages

formulated to compare stages

III and IV in relation to the

children's
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Table A

RECALL OF SPECIFIC ELEMENTS OF COMMERCIAL COMPARING
STAGES OF COGNITIVE DEVELOPMENT

Stage of Cognitive Development
Recall of Elements

a.

3rd Grade

3rd Grade

6th Grade

Stage

Stage III

Stage III

Stage IV

II

Recall of Product
Name of Cereal
Cereal

b.

1st Grade

5

12

12

16

17

12

12

7

10

6

6

0

13

15

15

19

Recall of Character
Animal

(Cat Family)

Pink Panther
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Table B

AIDED RECALL OF SPECIFIC ELEMENTS OF COMMERCIAL
COMPARING STAGES OF COGNITIVE DEVELOPMENT

Stage of Cognitive Development
Recall of Elements

a.

3rd Grade

3rd Grade

6th Grade

Stage

Stage III

Stage III

Stage IV

7

11

11

17

16

13

13

7

10

6

6

0

9

15

15

18

IT

Recall of Product
Name of Cereal
Cereal

b.

1st Grade

Recall of Character
Animal

(Cat Family)

Pink Panther
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Table C

AMOUNT OF ELEMENTS RECALLED COMPARING
STAGES OF COGNITIVE DEVELOPMENT

Stage of Cognitive Development
Amount
of Elements
Recalled

1st Grade

3rd Grade

3rd Grade

6th Grade

Stage

Stage III

Stage III

Stage IV

II

Le ve 1

I

10

5

5

0

Level

II

11

14

14

17

Level III

3

5

5

7
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Table D

AIDED RECALL OF AMOUNT OF ELEMENTS COMPARING
STAGES OF COGNITIVE DEVELOPMENT

Stage of Cognitive Development
Amount
of Elements
Recalled

1st Grade

3rd Grade

3rd Grade

6th Grade

Stage

Stage III

Stage III

Stage IV

II

Level

I

7

1

1

0

Level

II

14

12

12

3

Level III

3

11

11

21
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Table E

RECALL OF ACTION SEQUENCE OF COMMERCIAL
COMPARING STAGES OF COGNITIVE DEVELOPMENT

Stage of Cognitive Development
Level of Sequence
1st Grade

3rd Grade

3rd Grade

6th Grade

Stage II

Stage III

Stage III

Stage IV

Level

I

9

6

6

5

Leve1

II

14

9

9

7

Level III

1

9

9

12

.
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Table F

AWARENESS OF "COMMERCIAL"

COMPARING

STAGES OF COGNITIVE DEVELOPMENT

Stage of Cognitive Development
Level of Awareness

Awareness

1st Grade

3rd Grade

3rd Grade

6th Grade

Stage II

Stage III

Stage III

Stage IV

2

10

10

20

22

14

14

4

Other
Responses
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Table G

UNDERSTANDING OF COMMERCIAL PURPOSE COMPARING
STAGES OF COGNITIVE DEVELOPMENT

Stage of Cognitive Development
1st Grade

3rd Grade

3rd Grade

6th Grade

Stage II

Stage III

Stage III

Stage IV

I

18

7

7

3

Level II

6

17

17

21

Level of
Un de r s t an di n g
Level
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Table H

UNDERSTANDING OF WHY A COMMERCIAL IS MADE
COMPARING STAGES OF COGNITIVE DEVELOPMENT

Stage of Cognitive Development
Level of
Understanding
Leve1

I

Level II

1st Grade

3rd Grade

3rd Grade

6th Grade

Stage

Stage III

Stage III

Stage IV

II

21
3.

10

10

5

14

14

19
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Table

I

UNDERSTANDING OF WHAT IS TO BE WANTED COMPARING
STAGES OF COGNITIVE DEVELOPMENT

Stage of Cognitive Development
Level of

1st Grade

3rd Grade

3rd Grade

6th Grade

Stage II

Stage III

Stage III

Stage

Responses

14

8

8

5

Cereal

10

16

16

19

Understanding
Other

IV

